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local boy 
makes good 


busines 


via SPOT TV 


He sells better for national advertisers be- 
eiaseiiat ; Oe Peds . pesaitaian cause his sports comments, daily scoreboards 
_ Aitente Los Angeles Raleigh-Durham and interviews are keyed to local tastes. He 
. Bakersfield : + Miami 5 Sacramento = ig confidante of the coaches, big brother to the 
— ? eieeecas tees ; San Antonio Little Leaguers . . . and salesman par excel- 
Nashville . Shreveport lence of everything from breakfast cereals to 
. Flint-Bay City p ! ; South Bend-Elkhart hard top convertibles. He’s the local reason 
ra eae weacnee why so many national advertisers call Spot TV 
.. Huntington-Charleston Peoria . ichi the basic advertising medium. 


Television Division 


Edward Petry & Co., Inc. 


The Original Station Representative 
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NBC TELEVISION FILMS~A DIVISION @ 


He’s Joe Friday. On CNP’s BADGE 714. He works (" N Pp 
only for you, in your market, starting this Fall. 
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Television Age 


MOPPET MARKET 


Advertisers find that Junior influences purchases 
of everything from toys to tractors 


PRODUCTION LINE 


Screen Gems’ tv output would almost equal year’s 
releases of Hollywood feature films 


BAKERIES 


Television's family appeal and flexibility make it 
the ideal medium for baked products 


STRIKE FOR AMF 


Bowling on video makes 


great entertainment—and 


soaring popularity builds business 


SUBTLETIES OF SUPPLEMENTS 


An analysis of the weaknesses and strengths of the 
Sunday weekly as it relates to tv 


STATION DIRECTORY 


Comprehensive guide to station addresses, rates, 


top executives and national reps 


DEPARTMENTS 


Publisher’s Letter 


Report to the readers 


5 Letters to the Editor 


The customers always write 


Tele-scope 


What's ahead behind the scenes 


3 Business Barometer 


Measuring the trends 


7 Newsfront 


The way it happened 


Film Report 


Round-up of news 


5 Network Program Chart 


Listing of shows for June 


Spot Report 


Digest of national activity 


Audience Charts 


Who watches what 


Wall Street Report 


The financial picture 


5 Washington Memo 


Tv and Capitol Hill 


In the Picture 


Portraits of people in the news 


In Camera 
The lighter side 








on the move 
...in markets 


} 


on the move! 





ii 
Fort Wayne is now Ip iana’s 


second television nith i wr nia 
with more retail sale , food 
sales, drug sales and Mectiv € 
buying income thamjamy other 
Indiana TV marin except 
Indianapolis. 


And, WANE-TY is inow the 
first station in Fort Wayne.. 

with a larger shate) of au- 
dience (sign-on to) sign-off) 


than any other in 


UT 
market.* 
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| 
WANE-TV 


FORT WAYNE 


Represented by Petr) 


Nielsen Metropolitan Report, Feb. "59 


A CORINTHIAN 
STATION 


KOTYV Tulsa'» KGUL- Vi JHouston 
KXTV Sacram 0 
WANE & WANE-TYV Fort) Wayne 
WISH & WISH-TV Inidtahapolis 


Responsibility in Browdeesting 
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@ ALREADY SNAPPED UP IN 


y NEW YORK 

' LOS ANGELES 
CHICAGO 
DETROIT 
PITTSBURGH 
MINNEAPOLIS 
DALLAS — FT. WORTH 
NEW ORLEANS 
SAN ANTONIO 
MEMPHIS 
OKLAHOMA CITY 
FT. WAYNE 
DES MOINES 
TULSA 
SOUTH BEND 
CEDAR RAPIDS 


SAGINAW — BAY CITY 
..» AND MANY MORE 


DING 
FIRST RUN +» BRAND-NEW DONG 
SCHOOL 


MANY MAJOR MARKETS STILL AVAILABLE 
WIRE OR PHONE TODAY... 


ARROW 
ODUCTIONS 


ENT TELEVISION CORPORATION 


NUE - NEW YORK 22 + PLaza 5-2100 
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WLBZ-TV | 
2 


NBC Affiliate 
Bangor, Maine 





Matching schedules 
save you 5% 
in MAINE 


That’s right, buy matching spot 
schedules on 6 in Portland and 2 
in Bangor and you earn a 5% dis- 
count. You'll cover Maine’s two 
major markets best, too, because 
you’re buying the stations that 
serve their audiences best. 


Ask your Weed TV man about 
both stations and _ particularly 
about the bigger Bangor-Eastern 
Maine market the more powerful 
Channel 2 provides. 


A MAINE BROADCASTING 
SYSTEM STATION 


WLBZ-TV—(2), Bangor 
WCSH-TV—(6), Portland 
WLBZ-Radio, Bangor 
WCSH-Radio, Portland 
WRDO-Radio, Augusta 
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Letter from the Publisher 


Standards of Practice 

“We hold that a responsibility of advertising agencies is to be 
a constructive force in business. 

“We further hold that to discharge this responsibility advertising 
agencies must recognize an obligation not only to their clients but 
to the public, the media they employ and to each other. 

“We finally hold that the responsibility will best be discharged if 
all agencies observe a common set of standards of practice.” 

This is a preamble of the “Standards of Practice” of the AAAA 
first adopted 35 years ago in 1924. 

The advertising agencies realize that a “standards of practice” 
is necessary in the belief that “sound practices are good business.” 
“Confidence and respect,” states the AAAA code of ethics, “are 
indispensable to success in a business embracing the many intangi- 
bles of agency service and involving relationships so dependent 
upon good faith.” 

The standards formulated by the AAAA have been an important 
factor in achieving a stability and status of the entire advertising 
profession. Despite the many problems over the past 35 years. 
agencies, small and large, have worked hard to maintain these 
standards, since they realize that there are realistic benefits accruing 
to themselves and the entire advertising business by implementing 
good, sound business practices. 


Code Support Necessary 

It would seem, therefore, that every AAAA agency in the coun- 
try should be active supporters of the NAB Television Code. The 
Television Code Review Board was organized in 1952 with 89 
members. (There are now 302.) It, too, has been beset by many 
problems during its seven years of existence. Donald H. McGannon, 
Westinghouse Broadcasting Co., is the present chairman of the 
board. The other members are E. K. (Joe) Hartenbower, KCMO-TV 
Kansas City; Gaines Kelley, wrmy-tv Greensboro; Joe Herold, 
KBTV Denver, and Mrs. A. Scott Bullitt, Crown Stations. Every 
agency executive in the country can and should appreciate the 
objectives of the code. He knows that a television station is a trustee 
of its facility, with an obligation to its viewers. 

There are, however, those agencies that feel that it is to their 
own best interest—and to the best interests of their clients—to 
attempt to take advantage of the standards set up by the industry. 
The networks constantly face this problem with those agencies which 
attempt to “shoehorn” five or 10 seconds additional over the time 
allotted for commercials on network shows. There are others that 
attempt to use “piggy-back” announcements using two unrelated 
products within the framework of one spot announcement. Many 
of these agencies which subscribe to their own AAAA standards 
of practice feel that it is fair game to circumvent through various 
devices the standards set up by the code. The code will be stronger 
if the agencies will realize that they have an important partnership 
with the television business, that as the television business thrives, 
they thrive. It will also be to the advantage of the code to develop 
a closer liaison with advertising agencies across the country. 


Cordially, My Salk 
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SHARE OF AUDIENCE TYPICAL SHOW RATINGS 
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OF THE SOUTHWEST WITH 


CMG TV 


TEXARKANA ,  Texas-Arkansas 


Maximum Power Channel 6 


WALTER M. WINDSOR, General Manager 


Represented Nationally By Venard, Rintoul & McConnell, Inc. 
Clyde Meiville Co.—Southwest James S. Ayers Co.—Southeast 
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MARRISON LOUISIANA 
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29-County Nielsen Coverage 


County figures indicate percent 
of television homes which view 
KCMC-TV once or more WEEKLY. 
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CAR REY 


ars as HERBERT L. MARIS 


the successful LS Guan 
lawyer who risks his 

reputation and life to see 
that JUSTICE 1S DONE! 


“READER'S DIGEST” says ...'‘He has saved more than 
300 persons from wrong or unfair sentences—a dozen 
from life sentences which should not have been imposed!’ 





" Gp “DIDN'T DO IT” 


The DRAMA of people in 
trouble with the Law ... 
of the innocent who cry 














anny 





True stories of. 
THE ACCUSED! THE CONVICTED! THE CONDEMNED! 
-and the one man who brings them their , 7 
4 


ONLY CHANCE OF HOPE! 
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... SOUTH BEND, INDIANA'S | 
Ese OMINANT STATION 


Television 


MIKE MAY...Pied Piper of South Bend 


Mike May’s ‘Popeye Theater”’ is South Bend’s top TV 
show for children. With puppets and personality, Mike weaves 
a special brand of make believe magic. And the kids love it, 
whether at home or participating in the studio audience. 


The Jan.-Feb. ARB gives this daily afternoon show a 
23.8 rating—more than double the combined ratings of all 
area stations (4:00-5:00 P.M.). Advertisers’ success stories are 
legion on WSBT-TV’s ‘‘Popeye Theater’’. It is typical of the 
many highly rated local personality shows on WSBT-TV. 


WSBT-TV dominates South Bend . . . the focal point of 
Indiana’s prosperous second market. This station carries 8 of 
the 10 top rated shows; averages 45.2% share of sets in use. 
Effective Buying Income in WSBT-TV’s 15-county coverage 
area is $1,613,896,000! 


For free market data book and remaining ‘‘Popeye Theater’’ 
availabilities, see your Raymer man or write this station. 


WSBT-TV 


SOUTH BEND, INDIANA ¢« CHANNEL 22 


ASK PAUL H. RAYMER COMPANY «+ NATIONAL REPRESENTATIVE 
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WRCA-TV LEADS NEW YORK DAYTIME TV! 


From 6 a.m. to 6 p.m., Monday through Friday, WRCA-TV is No. 1 in New York— delivering 


more homes than.any other station! More homes, more total viewers, more adults... at rates 
well under those of the nearest competitor. & Programming is what makes the difference. New 
York prefers Channel 4’s variety of daytime entertainment and service programs, including such 
shows as: The Price Is Right, Today, Hi Mom, Dr. Joyce Brothers, Treasure Hunt, Tic Tac 


Dough, County Fair and Movie « 4. # Dawn to dark, no matter what WRC A-TV 2 4 
you're selling, the proper setting for your product is WRCA-TV! ac iw new york SOLD BY NBC SPOT SALES 


Source: New York NSI, April ’59 (average 4 hour homes) 7. New York NSI, Mar.-Apr. 59 (audience composition) 





We are pleased that Office Management Magazine sele 
our new offices (shown in the background) for their 
1959 Award for functional excellence—but we are 

far more pleased with the salesmanship emanating from 


AW. RID these offices, which resulted in an average dollar 
f A 


increase of 58% for all Headley-Reed represented 





television stations so far this year. 


These gains, for the first quarter of '59 over 58, 
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are for the same 16 television properties represented a year 
ago. They are not accident, but the result of a definite sales 
plan, unique we believe, in station representation. 


TV Station Operators:. We will be glad to tell you, in 


confidence, of our new approach and explore with you, 


quite frankly, whether it will mean sales increases 
for you. Contact: Robert A. Schmid, Vice President, 


Station Development Division, New York. 
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Green Bay Channel 
delivers 


BEST GOST PE 



























Actually WFRV-TV Channel 5 
Green Bay, Wisconsin 
delivers 6,000,000 eyes and ears. 
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Grand Rapids-Kalamazoo ARB 
Your April 6th issue lists the ARB 
four-week ratings for February 1959 
in the Grand Rapids-Kalamazoo mar- 
ket. We were dismayed to find CNP’s 
Danger Is My Business, sponsored by 
one of our local clients, not listed un- 
der the Top Syndicated Films. With 
an ARB four-week rating of 25.3, the 
film should have been placed in eighth 

position in. your standings. . . . 

James C. GIELOW 
Wesley Aves & Assoc. 
Grand Rapids 


Note: You are quite right. Our apologies 
for the error. 


Network Program Chart 
We are very pleased with your 
new service, the monthly Network 
Program Chart . . . Thank you very 
much for this fine service. 
Sam GLICKMAN 
Chief Timebuyer 
QBA Advertising Bureau 
New York City 


Your new monthly Network Pro- 
gram Chart achieved an enthusiastic 
response here . . . Many thanks for 
this great assist. 

Jack ROTHENBERGER 
Ted Bates & Co. 


New York City 


May I add to the other enthusiastic 
responses to your monthly Network 
Program Chart. We think it has 
great value, not only for agencies 
and advertisers, but also for tele- 
vision station personnel . . . 

James J. Conroy 
President 
KTVO Ottumwa 


. your magazine’s new Network 
Program Chart . . . is a terrific serv- 
sss 
Jerry THOMPSON 
Promotion Manager 


WBRC-TV Birmingham 





Your new network schedules . . . 
will allow our promotion, sales and 
program departments ammunition 
with which we can plan. 

James B. Hosss Jr. 
Asst Manager for Programs | 
and Operations | 

wsPa-Tv Spartanburg 


| 

| 

The network program chart is a 

service which WTCN-TV can certainly 
use . 

Rosert H. Van Roo 

Promotion Manager 


wrcn-Tv Minneapolis 


Halimark Article 
John Oakson has asked me to pass 
along his personal appreciation for | 
your story in the April 6th TELE- 
VISION AGE. He and the rest of us con- 
cerned with Hallmark advertising felt 
that it was a very accurate and 
straightforward report of the work 
we are trying to do. . . 
KERWIN S. KOERPER 
Assistant to the Director 
of Advertising 
Hallmark Cards, Kansas City 


Phillies Cigars Sponsor 
I read with extreme interest your 
broad and knowledgeable report on 
televised baseball games for 1959 
and, in doing so, feel the word 
“apathy” as related to commercial 
broadcasting must surely be dissi- 
pated in part for merchandiers of pay 
tv. However, I would like to make one 
slight observation with regard to the 
telecasting of Pittsburgh Pirate base- 
ball games. . . . Sponsoring of all the 
Pittsburgh Pirate baseball games seen 
on KDKA-TV is a three-way matter be- 
tween the Atlantic Refining Co., the 
Pittsburgh Brewing Co. and Phillies | 
Cigars. I regret that the latter sponsor | 
was inadvertently passed over in your | 
report. | 
Also, for the first time in the history 
of the club, the Pittsburgh Pirates 
this year have sanctioned a minimum 
number of 27 games to be televised by | 
KDKA-TV during the coming season, 
three more than were recorded in 

your report. ... 

PETER THORNTON 
Public-Relations Director 
KDKA-TV Pittsburgh 
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Now...the fascinating 
real experiences of 
people who have 

beaten The Law of 
Averages becomes one 
of the most intriguing 
human-interest shows 
ever presented on TV... 
for Ist Run Syndication! 


39 FILMS AVAILABLE 


CHANCE a uo het nysterioe: 


force that often predetermines life or 
death, success or failure...has irresistible 
human appeal. Now it Secomes 

the basis for a completely new 

kind of television series. “WHAT 


4 ARE THE ODDS?” takes you on 


. a personal visit to people... 


4 many of them famous personalities 


_ in the fields of art, literature, science, 
entertainment ...who have in their individual 
| ways beaten the odds to achieve special 
4 distinction or survive disaster. Bob Warren, 
4q well-known to radio and TV audiences, acts 
"as host to each remarkable guest in an 
intimate informal interview. “WHAT ARE 
| THE opps?” offers your sponsors a completely 
_ fresh, compelling show with strong human 
interest. The facts in this informative 
| Show are authenticated by the 
4 Encyclopedia Britannica. 


4 A Herts-Lion Production 


What are the odds 


@ OF YOUR BEING CAUGHT IN A CASE 
OF MISTAKEN IDENTITY? 


@ OF YOUR CHILD EARNING A MILLION 
DOLLARS BEFORE THE AGE OF TEN? 

@ OF AWOMAN RUNNING FOR PRESIDENT 

@ OF WINNING A MISS AMERICA TITLE? 

@ OF SURVIVING AN AIRPLANE CRASH? 

@ OF AN EX-CONVICT BECOMING PRESIDENT 
OF A WORLD-WIDE COMPANY? 

@ OF AN IMMIGRANT REACHING THE 
RANK OF AMERICAN ADMIRAL? 

@ OF YOUR CHILD BEING BORN A GENIUS? 

@ OF YOUR BEING INVOLVED INA 
DISASTER FIRE? 


@ OF A COUNTRY’S LEADER 
BEING ASSASSINATED? 


These are just a few of the 
provocative questions asked and 
answered on “WHAT ARE THE ODDS?” 
. . » featuring such famed odds- 
beating guests as: 

JACKIE COOGAN 

JAYNE MANSFIELD 

EVELYN RUDY 

ALDOUS HUXLEY 

SIDNEY SKOLSKY 

CAESAR ROMERO 

PAPPY BOYINGTON 

GOVERNOR PAT BROWN 
ADMIRAL WILLIAM MAXWELL 
JERRY WALD 

LAURITZ MELCHIOR 


OFFICIAL FILMS, INC. «= PLAZA 7.01 


NEW YORK OFFICE: Fo 
25 WEST 45th STREET, queseg 
NEW YORK 36, N.Y 672 











(@a\-) (8) -)= 
CLEVELAND 


WiTH THE BIG 
MOVIES 


Just a minute! THAT’S ALL IT TAKES TO CAPTURE 
NORTHERN OHIO’S BIG MOVIE-MINDED AUDIENCE “Famous on the local scene 


HERE’S WHY: 
WARNER BROTHERS...PARAMOUNT WJIW ‘TY 
201 CENTURY...UNITED ARTISTS 


Scheduled 4 times daily on Channel 8... 9:00 AM CHANNEL 8 
“Watch & Win”—1:00 PM “Star Matinee’”— 5:30 PM CBS «- CLEVELAND, OHIO 
“Big Show"—11:20 PM “Nite Movie” 


Storer Television ie} WaW.TV WAQA-TY WERD-TV WuBK-TV wiTi-Ty 
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Tape Central for Film Houses 

It looks as though the film commercial producers in 
the New York area have adopted a more responsive atti- 
tude toward video tape, and indications are that some 
sort of tape central which would service the independent 
houses will be set up this fall. Although producers are 
quick to point out the limitations of tape as a technique, 
and distribution and labor problems are yet to be re- 
solved, they are convinced that solutions will ultimately 
be found. Many companies with varying plans have of- 
fered their services to the independent houses. At press 
time, however, it looked as though Titra Sound Corp. was 
the most logical choice (see TELEVISION AGE, May 18). 


Newspapers Like Tv 

A special tabulation for Television Bureau of Adver- 
tising reveals the fact that newspapers are making an 
increased use of tv advertising in local markets. During 
a sample week in the fourth quarter of 1958, TvB notes 
35 papers bqught a total of 705 spots. In the same week 
in 1957 32 papers purchased 626 spots, while a year 
earlier 24 papers used 412 spots. A dozen top markets 
were covered by the survey. 


New Filter Tries Spot 

From Larus & Bros. Co., Inc., in Richmond, Va., comes 
the Holiday filter cigarette, making what is believed to 
be its initial entry into spot. The new brand reportedly 
has used radio in the past, but is currently running a split 
two-week schedule on wNac-Tv Boston. Filmed minutes 
and ID’s are being used to promote a premium offer, 
with a total of 12 spots used weekly. Cargill, Wilson & 
Acree, Inc., Richmond, is the agency; E. Manning Rubin 
is the timebuyer. 


Du Pont on the Clark Bandwagon 

Du Pont has purchased nine minute spots on the Dick 
Clark American Bandstand show as part of a fall mer- 
chandising campaign for teen-age fashions made from 
du Pont synthetics. Thirty-five manufacturers who use 
nylon, Dacron and Orlon fabrics will be furnished with 
hang tags identifying the clothes as “Dance Band Fash- 
ions.” Commercials will be seen in over 110 markets and 
store credits will be given in the top 25 cities. 


Caribbean Stations Investment 

CBS Television Stations Division is considering addi- 
tional tv station investments in the Caribbean area, it was 
learned at press time. According to Merle S. Jones, presi- 
dent of the division, the company has held “conversations 
with Associated Rediffusion of England towards becoming 
a partner in applications they will make for television 


stations on the islands (the British federation composed 
of Trinidad, Jamaica and Barbados) .” 


The conversa- 





WHAT’S AHEAD BEHIND THE SCENES Ta le ne 4 Cop 43 


tions have been of an informal nature, Mr. Jones said, 


and are subject to when the respective local governments 
invite applications. In any case, he added, the CBS Sta- 
tions’ investment would be a minute percentage of the 
whole. Three separate stations would be needed. CBS 
Stations Division is already a party to an application for 
a commercial tv operation in Ireland. 


Camera Co. Buys Film Shows 

In its 59-60 schedule, Bell & Howell will co-sponsor 
six full-hour documentaries similar to the firm’s Why 
Berlin? study produced last month. CBS-TV will produce 
the film programs, all of which will be telecast in prime 
week-night time slots. The shows will be aired in October, 
November and December of this year, and in April, May 


and June 1960. 


More Toys For Tots 

Prefacing next issue’s pre-fall round-up of toys in tele- 
vision, the Admiral Toy Corp. has re-entered spot with 
schedules in New York, Philadelphia, Pittsburgh and 
Cleveland. The firm’s “Para-Jet” is featured in minutes 
set in kid shows for six-week runs. A meeting on fall 
plans between Admiral and its agency, S. E. Zubrow, 
Inc., Philadelphia, should be held by issue date, with 
spot “definitely and extensively to be used.” 


RCA Makes Vtr Refinements 

Radio Corp. of America is developing a portable video 
tape recorder which is understood to weigh under 100 
pounds. The miniature vtr machine, which should intro- 
duce a new kind of flexibility in tape production may 
be coupled with a portable tv camera also under develop- 
ment for commercial usage. RCA has already supplied 
models of this camera to the military. Another RCA 
development in the field, it was reported at press time, 
is the perfecting of a quarter-inch raw tape. 


ABC-TV Sells 90-Hour Package 

Liggett & Myers, which has renewed a number of exist- 
ing spot schedules across the country for 52-week runs on 
L&M cigarettes, figured in one of the largest tv time and 
program buys in broadcasting history, according to ABC- 
TV. The tobacco company purchased 90 hours on the 
network for L&M, Chesterfield and Oasis. The programs 
selected include three hour-long series, The Alaskans, Ad- 
ventures in Paradise and The Untouchables, and two half- 


hour skeins, Black Saddle and The Rebel. 


Cotton Spottin’ 

A spot drive for Coets, cotton cleansing pads made by 
Personal Products Corp., is reportedly set to begin in a 
group of top markets about the middle of this month. Six- 
week schedules of ID’s will run. The timebuyer is Vince 
deLuca at Erwin Wasey, Ruthrauff & Ryan, Inc. 
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Jamestown, Virginia, founded in 
May, 1607, under the leadership 
of Captain John Smith, is 
recognized as the birthplace of 
America and stands as a symbol 


of the courage and integrity of 

its settlers . . . Similarly, Storer 
has become nationally recognized 
through vigilance in broadcasting 


integrity. This national 
recognition was achieved 
because of the consistent 
success of Storer advertisers 


in the local communities. 
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National Sales Office: 625 Madison Ave., N.Y. 22, PLaza 1-3940 - 230 N. Michigan Ave., Chicago, FRanklin 2-6498 
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Miami Wheeling Philadelphia Toledo Cleveland Detroit 


WAGA-TV WSPD-TV WIW-TV WJBK-TV WITI-TV 
Atlanta Toledo Cleveland Detroit Milwaukee 








... keeping up 
with the 
Joneses 


And the Browns and the Kellys too. Seems more New Yorkers all the time are keeping night-owl hours, 
judging by the record ratings The Late Show’s been getting recently. Its average audience this season 
—722,000 well-to-do families nightly—is greater than in any comparable period during its eight-year 
history. The Late Show keeps “em up .. . as it keeps on presenting more of the finest motion picture 
entertainment in all television, from Hollywood’s top studios. 

With whopping audiences every night, no wonder The Late Show is completely sold out across the 
board. But a long list of sales-wise advertisers will tell you it’s worth waiting for. Meantime, let your 
WCBS-TV or CBS Television Spot Sales representative find another profitable perch for you on the 


top television station in the top television market. Source: Nielsen, Nov.’58 thru Mar.’59 


CHANNEL 2-NEW YORK WCBS-TV CBS OWNED: REPRESENTED BY CBS TELEVISION SPOT SALES 





Business barometer 


Local billings in March show the biggest gain recorded for that month in the five 
years that the Business Barometer survey has been made, while network 
business also showed 
a good gain for the LOCAL BUSINESS 
period. Mar Apr. May June duly Aug Sept Oct. Nov Dec 





The exclusive TELEVISION AGE 
monthly survey indi- 
cates that local for 
March was up 16.7 per 
cent over February, 
while network gained 
9.9 per cent for the 
same period. 








At the same time, local bill- 
ings are up 11.7 per 
cent over the same 
month last year. Net- 
work gained 7.2 per 
cent over March 1958. 








Comparing these gains with the A March up 16.7 per cent over February 
same period in pre- B- Mar. 1959 up 11.7 per cent over Mar. 1958 
vious years shows local billings with a gain of 14.3 per cent in March over 
February 1954, a gain of 15.9 per cent in 1955, 10.2 per cent in 1956, 16.3 











per cent in 1957 and 11.8 per cent in 1958. 


NETWORK BUSINESS 
Network gains for previous Mar. Apr. May June July Aug. Sept 


years for March were 
12.9 per cent in 1954, 
6.7 per cent in 1955, 
9 per cent in 1956, 
7.5 per cent in 1957 
and 9 per cent in 
1958. 


Oct Nov Dex 





Comparative gains for both 
local and network for 
the past three years 
are shown on the ac- 
companying charts. 








While the Business Barometer 
usually declines in at 
least two of the three 
divisions of tele- 
vision billings in 
April, the prospects 
are that this year A March up 9.9 per cent over February 
business will be above B_ Mar. 1959 up 7.2 per cent over Mar. 1958 
average. A report on April spot billings will be carried in the June 15th 
issue. 








Business Barometer report is the only month-to-month survey of all three divi- 
sions of television billings. 
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of course 
we're pleased 
to have 


somany of 
the Top 10... 





Pleased as the proverbial cat that swallowed 

the canary. And so are the CBS Television 
Network advertisers who sponsor 16 of the 28 
nighttime programs that have won a place in 
Nielsen’s Top 10 reports during the past season. * 


But perhaps the Top 10 is not as dramatic an 
index of network popularity as it used to be— 
Sor today even the 40th most popular program 


reaches more than 24 million viewers. ** 


So we are equally pleased to report that in 
Nielsen’s latest nationwide survey we not only 
have 5 of the Top 10 programs but also 10 of the 
Top 20, 15 of the Top 30, and 19 of the Top 40. 


Indeed, the truest gauge of a network’s value, 
for audience and advertisers alike, lies in the 


over-all popularity of its entire program schedule, 


Significantly, the average nighttime program 

on the CBS Television Network throughout 

the season has reached an average-minute 
audience of 23,000,000 viewers—some 2,630,000 
more than the average show on the second 
network and 2,980,000 more than on the third. 
Our leadership in average nighttime ratings 
has continued without interruption in the 92 
Nielsen reports issued since July 1955. 


(In the current season the Network leads in 
average daytime ratings as well.) 


These are some of the facts that have impelled 
the nation’s leading advertisers, for the 
seventh straight year, to commit more of their 
investment to the CBS Television Network 
than to any other single advertising medium. 


© CBS TELEVISION NETWORK 


*October, 1958— April, 1959, based on NTI-AA ratings. 

**2nd April report, NTI. Viewer data: NTI-AA homes multiplied 
by ARB viewers-per-set. (Nighttime: 6-11 pm, Sunday—Saturday; 
daytime: 7 am-6 pm, Monday— Friday) 
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Completely Cover Michigan’s Rich 
GOLDEN TRIANGLE 
with a City Grade signal! 


CHANNEL 
FULL POWER: 
Video—316,000 watts 
Audio— 174,000 watts 
Antenna height—983 


WILX-TV, an NBC affiliate, is the only—repeat—only 
station covering the three key Michigan cities of Jackson, 
Lansing and Battle Creek with a City Grade signal! 












WILX-TV has the Right coverage in the Right spot 
TOTAL STATE EXCLUDING METROPOLITAN DETROIT B SIGNAL AREA 


Population 43.4% Retail Food Sales 47.3% 
Households 44.7% Retail Drug Sales 48.6% 
TV Households 44.0% Retail Automotive Sales 50.3% 
Farm Population 34.1% Retail Filling Stations 46.3% 
Retail Sales 47.3% Gross Farm Income 39.9% 


Only WILX-TV, an NBC affiliate, can so thoroughly cover and deliver this rich out-state 
market! Just check those figures again! 





Michigan’s Golden Triangle is a major market. prime time now available! 

In total population it ranks just below the 10th F ' 

largest metropolitan area* and in TV homes, RUSHT NOW. . . & the time to contact 
ranks just below the 27th market area** in the VENARD, RINTOUL & McCONNELL, INC. 


nation. for complete market information 
*BASED ON SRDS CONSUMER MARKET DATA 
*"BASED ON TELEVISION AGE 100 TOP MARKETS 





WILX-TV 


CHANNEL 10) SERVING, MICHIGAN’S 
GOLDEN TRIANGLE 









26 June 1, 1959, Television Age 

















THE WAY IT HAPPENED News front 


Which advertisers spend how much in tv . . page 27 


ABC billings up 500 per cent in six years . . page 27 


Hamm’s back as top favorite ........ page 42 


Combined Tv Expenditure 
More than 125 different kinds of 
advertiser spent an estimated $1.78 
billion in television last year, accord- 
ing to the first annual count of com- 
bined network and spot tv spending 
by product classification released by 
Television Bureau of Advertising. 
The 125 different types of adver- 
tiser represent 32 different product 
categories. Food and grocery prod- 
estimated combined 
total of $243.5 million in spot and 
network tv, led the field. The cos- 
metics and toiletries category, with 
$126.1 million in combined television 


ucts, with an 


expenditures, followed in second 
place. Drug products were next with 
an estimated combined total of $98.2 
million invested in network and spot. 

N. C. Rorabaugh (for spot) and 
Leading National Advertisers-Broad- 
cast Advertiser Reports (for network) 
were commissioned by TvB to com- 
bine the brand expenditures into like 
product classification. Network tabu- 
lations were prepared by Publishers 
Information Bureau prior to last year. 

At the same time, TvB also re- 
leased the top 100 advertisers for all 
television in 1958. The top 10 (in 
combined network and spot expendi- 
tures) are as follows: Procter & Gam- 
ble Co., $84.5 million; Lever Bros., 
$38.5 million; Colgate-Palmolive Co.. 
$33.8 million; General Foods Corp., 
$31.7 million; American Home Prod- 
ucts Corp., $27.8 million; General 
Motors Corp., $22.1 million; Bristol- 
Myers Co., $18.9 million; R. J. Rey- 
nolds Tobacco Co., $18.4 million; Gil- 
lette Co., $18.1 million, and Brown & 
Williamson Tobacco Co., $17.7 mil- 


lion. 


ABC-TV Billings Up 

ABC-TV’s 
climbed 19 per cent over the com- 
parable period in 1958, a larger per- 


first-quarter _ billings 


centage and dollar increase than that 
attained by the competing networks, 
Leonard H. Goldenson, president of 
American Broadcasting - Paramount 
Theatres, Inc., told the company’s an- 


nual stockholders’ meeting recently. 


With ABC-TV program sales ahead 
of last year, Mr. Goldenson said, the 
1959-60 season is expected to be a 
better one for the company. AB-PT’s 
first-quarter net operating earnings 
rose 25 per cent over the same pe- 
riod in 1958—$2,313,000, or 54 cents 
per share, compared with $1,854,000, 
or 43 cents per share last year, he 
reported. 

Oliver Treyz, president of ABC-TV, 
gave a presentation on the growth of 
tv and the more rapid growth of the 
network, Gross time billings for all 
networks increased 149 per cent since 
1953, he pointed out, while ABC-TV’s 
gross time billings showed almost a 
five-fold increase during that six-year 
span. 

Two new directors were elected to 
AB-PT’s board. The new directors 
are Joseph A. Martino and Alger B. 
Chapman. Mr. Martino is president of 
National Lead Co., and Mr. Chapman 
is chairman of the board and chief 
executive officer of Beech-Nut Life 
Savers, Inc. Stockholders re-elected 
the following directors to serve for 
the coming year: A. H. Blank, John 
A. Coleman, E. 


Chester Gersten, 





MARTINO 


CHAPMAN 


New AB-PT Directors 


Leonard H. Goldenson, Robert H. 
Hinckley, Robert L. Huffines Jr., Sid- 
ney M. Markley, Walter P. Marshall, 
H. Hugh McConnell, James J. Rid- 
dell, Simon B. Siegel and R. B. Wilby. 


Pilot-Film Contest 


Financial Credit Corp., which has 
initiated a contest to find acceptable 
pilot films for ultimate financing as 
series, has boosted its offer of prize 
money. The commercial banking 
house is now making an award of 
$125,000 for first place, $50,000 for 
second place and $25,000 for third 
place. 

In addition, all completed pilot 
films accepted in the contest receive 
$1,500, although no more than two 
pilots can be submitted on the same 
subject. When the contest, called Crea- 
tive Awards, was first announced, the 
prize money was $100,000, $30,000 
and $20,000, and acceptable entries 
were to be awarded $1,000 each. 

Financial Credit’s purpose in set- 
ting up the contest is to obviate the 
gamble involved in financing a pro- 
jected series. By setting up a jury 
committee consisting of businessmen, 
journalists, advertising-agency execu- 
tives and the public the company 
feels it can come up with 10 programs 
from the countless pilots produced 
each year which would be reasonably 
sure of catching on. Winning produc- 
ers would be under no obligation to 
the banking house, but would have an 
opportunity of having their programs 
financed as a full series. 

According to a spokesman for Fi- 
nancial Credit, the company hopes to 
make the contest a continuous one, 
running one every four months. The 
public could vote for entries in vari- 
ous manners as yet undecided, but to 
insure participation in the contest the 
banking house will give a trip to 
Hollywood for two, all expenses paid 
for one week, to the individual who 
selects in order the first 10 creative 
films as judged by the four groups of 
judges. Entries should be sent to 


(Continued on page 42) 
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READ’S 
DRUG STORES 


4 Baltimore 7 years 
. . world’s largest kindergarten on TV — WALGREEN’S 
DRUG STORES 


Chicago 5 years 
ROMPER ROOM gees 
MINIT MARKETS 
Dallas 4 years 
ROMPS MILLER’S 
SUPERMARKETS 
Denver 4 years 
N ! MEIJER’S 
e SUPERMARKETS 


Grand Rapids 4 years 
FILENE’S 
NEWBERRY’S 


BUSTER BROWN 
TEXTILES 


WOOLWORTH’S 
COCOA MARSH 


BURRY’S 
BISCUITS 


BOSCO 
BEXCEL 

TOY JOBBERS 
DAIRIES 
BAKERIES 
BANKS 







1959. IN 73 CITIES! 


The ROMPER ROOM now captivates the hearts of more than 4,500,000 chil- Zp 7 
dren daily . . . and their grateful mothers . . . in 73 cities throughout the U.S. 
and Canada. It features local commercials Poe live . .. and local appearances 
by a live personality—1,697 personal appearances for sponsors by ROMPER 
ROOM TEACHERS in the past year alone. The ROMPER ROOM can do the 
same for you. Phone, wire, write: BERT CLASTER, ROMPER ROOM, INC., 
2229 NORTH CHARLES STREET, BALTIMORE 18, MD. CHesapeake 3-3630. International 


28 June 1, 1959, Television Age 





we 


I was George Bernard Shaw (it would be) who 
was once moved to remark that youth is a 
wonderful thing—too bad it’s wasted on children. 
Whatever the verity of that Shavian observation, 
) one thing that definitely can’t be said to be wast- 
> ed on children is the television advertising dollar. 

Another less celebrated gentleman of English 
letters was also impelled long ago to contribute 
to the clichés of the language a comment of his 
own on nonage. Youth, wrote one George Bor- 
row, will be served. To what extent it is being 
served today by video networks, stations and 
sponsors, the nineteenth-century Mr. Borrow 
could hardly have envisioned. 





Moppet Market 


Advertisers find 
Junior influences purchases 
of everything from 


toys to tractors 






Television Age 


JUNE 1, 1959 


















The younger generation is being served heap- 
ing helpings of cartoons, movies and sessions with 
Captain this or Skipper that because of a rugged 
digestive tract that can swallow this kind of video 
fare with unflagging enthusiasm and keep com- 
ing back for more. And because advertisers are 
fully aware of the fantastic and fanatic product 
loyalty induced in the small fry by such a diet. 

In looking at children’s tv today, several 
aspects of change are readily apparent. The mop- 
pet audience, always substantial, is increasing 
considerably in size; advertisers with products 
of little or no direct relationship or appeal to the 
kids are joining the traditional cereal, candy- 
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Bozo the Clown (above) is new; Casey Jones (below) rolls perennially on 





The ever-popular Terrytoons 


bar, soft-drink, toy and dessert spon- 
sors in using children’s shows as a sell- 
ing medium; the old theatrical car- 
toons, long a staple of children’s tv 
programming, are now being aug- 
mented by new animated films de- 
signed and produced solely for video 
kid shows. 

Other aspects of children’s televi- 
sion remain unchanged, and presum- 
ably never will change. That the 
romper set represents a most impor- 
tant sales market because of the direct 
influence it wields on parental pur- 
chases has been established beyond a 
doubt. Success stories of products ad- 
vertised on kiddie shows continue to 
be many and impressive. Ratings on 
children’s programs keep on being 
consistently good, and sponsor identi- 
fication stays amazingly high. 

The child audience, with its influ- 
ence and its potential, is perhaps the 
most natural target at which a tele- 
vision advertiser can aim. Youngsters 
are not prejudiced by any previously 
fixed buying habits; they are sus- 


ceptible, and their minds are wide 








The Child Audience 





5 Top-rated Regular Shows 


Wagon Train 

7:30-8:30 p.m., Wed. 
Gunsmoke 

10-10:30 p.m., Sat. 

The Rifleman 

9-9 :30 p.m., Tues. 

Have Gun, Will Travel 
9:30-10 p.m., Sat. 

Maverick 

7:30-8:30 p.m., Sun. 


Child-appeal Shows 


Walt Disney Presents 

8-9 p.m., Fri. 

Fury 

11-11:30 a.m., Sat. 

Mighty Mouse Playhouse 
10:30-11 a.m., Sat. 





Average Minute Total Children 
Viewers Audience Viewers Age 4-11 
Per Home (Homes '000) (000) (%) (000) 
2.4 14,863 38,644 25 9,661 
2.6 16,617 43,204 15 6,481 
2.4 13,137 31,529 17 5,360 
2.6 15,008 39,021 18 7,024 
2.9 12,768 37,027 24 8.886 
2.8 11,376 31,853 37 11,786 
2.2 6,525 14,355 61 8,757 
2.1 4,938 10,370 69 7,155 











open to the suggestions of a tv per- 
sonality in whom they believe; they 
may not be able to read, but they can 
recognize package design or label, and 
they will not accept substitutes for the 
products recommended by their tv 
idols. 

Print advertising holds little appeal 
for the junior graders, and to those 
of pre-school age it is meaningless; 
the aural-only characteristic of radio 
can hardly compare with the sight, 
sound and motion of television in cap- 
turing a child’s attention and stimu- 
lating his imagination. Children be- 
come emotionally involved with video, 
and from that stems the strong con- 
trol that they exert on family buying. 

The extent of a child’s pressure on 
his parents to purchase a particular 
item depends largely on the program 
advertising it and on the program’s 
personality. Studies by the Institute 
for Motivational Research have found 
that there are four ingredients for a 
successful children’s show: informal- 
ity, spontaneity, colorfulness and folk- 
siness, all of which must necessarily 


Nielsen Television Index and National Audience Composition Report, March 1959. 


emanate principally from the person- 
ality handling the program. 

When these qualities are present, 
national and local advertisers are able 
to number the pigtail-and-short-pants 
set among the best “salesmen” their 
products have. Survey after survey 
reveals the sales potency of the small 
fry on behalf of brands advertised on 
the 10 to 15 per cent of all tv pro- 
grams which are especially produced 
or selected to meet children’s interests. 

One Advertest Research study in 
the metropolitan New York area 
found that nine out of 10 mothers had 
been asked by their offspring to buy 
a tv-advertised product—which result- 
ed in purchase about 90 per cent of 
the time—and 60 per cent of the 
mothers had switched to another 
brand to satisfy Junior’s video-in- 
spired request. The same Advertest 
study also showed that children gen- 
erally give as much attention to com- 
mercials as to the programs them- 
selves, and frequently remember them 
well enough to repeat them almost 
verbatim. 


Another indicative survey, made by 
Eugene Gilbert & Co., a leading youth 
research organization, revealed that 
94, per cent of the 444 mothers inter- 
viewed in nine major cities had been 
asked by their youngsters to buy items 
seen on television. A similar American 
Research Bureau study in Los Angeles 
disclosed that 56.5 per cent of the 549 
children covered had requested their 
parents to buy a tv-advertised prod- 
uct, and that 74.2 per cent of the par- 
ents had complied with the requests. 

Numerous other studies, conducted 
by colleges and universities as well as 
by the major research organizations, 
all add up to the same fact of adver- 
tising life: there is no question of 
choice in a child’s mind between a 
product advertised on television and 
one that is not. The tots want—de- 
mand might be a better word—the 
items which are identified with their 
favorite video programs, and no rank 
non-televised alternates will do. 

This is an audience which adver- 
tisers have had since television’s early 
days — sizable, impressionable and 


June 1, 1959, Television Age 3] 











A new lease on life finds Screen Gems’ The Three Stooges delighting the kids in 115 markets 


faithful. And now this segment of the 
total video audience is far greater in 
number than it was half-a-dozen years 
or so back—a fact which has nothing 
at all to do with the tremendous in- 
creases in tv-set penetration since the 
medium’s salad days. 

During the period between 1950 
and last year the under-five-years-of- 
age group reflected the baby boom in 
the U.S. via a 20.7-per-cent increase. 
The diaper contingent upped its num- 
bers by 3.3 million to reach 19.5 mil- 
lion in 1958, according to the Bureau 
of the Census. The five-to-nine-year- 
old segment of the population was 
augmented by 5.1 million members 
(13.2 million to 18.3 million) between 
1950 and 1958, a resounding 38.5-per- 
cent hike. And an even more whop- 
ping 40.4-per-cent was registered by 


the 10-14-year-old group in jumping 
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from 11.1 million in 1950 to 15.6 mil- 
lion eight years later. 

During the last 10 years, again ac- 
cording to Census Bureau figures, the 
number of U.S. families with two or 
more children living at home has in- 
creased more than the number with 
no children or with only one child. 
The first group went up from 11.2 
million in 1948 to 16.4 million in °58, 
representing a rise of 5.2 million, or 
17.1 per cent for the decade. Over 
the same period the total of married 
couples with no children or only one 
child showed much less change: 26.1 
million in °48 to 27.3 million last year. 
a gain of only 7.8 per cent. 

It’s estimated that in another year 
there will be over 19 million children 
between the ages of three and seven 
years, and about 18 million in the 
eight-to-12 bracket. This means that 


every year a new audience of about 
four million three-year-olds appears 
on the television scene. Obviously, 
endlessness is another quality that can 
be added to the other sterling ones— 
from an advertiser's point of view— 
possessed by television’s youthful 
audience. 

The peak viewing hours for children 
are from 5 in the afternoon to 8 in 
the evening. According to a forth- 
coming TvB-Nielsen audience-compo- 
sition survey, during the hour-and-a- 
half between 6 and 7:30 p.m. (average 
day) the moppet brigade makes up 
28.3 per cent of the total tv audience. 
If this figure seems to be lacking in 
impressiveness, consider its corollary: 
of all the children in the United States 
between the ages of four and 11, 61 
per cent are viewing television during 
the average quarter-hour in this time 
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Composition of National Tv Audience 








Nov.-Dec. 

M-F Averages 
7:00-7:30 
7:30-8:00 


8:00-8:30 








Sets 
In Use 


48.6 


55.0 










8:30-9:00 
9:00-9:30 63.9 
9:30-10:00 63.0 
10:00-10:30 59.0 
10:30-11:00 52.3 


Homes 


21,141 
23,925 
25,926 


27,405 


28,116 
27,405 
25,665 


22.751 





Homes and Viewers in Thousands 


Viewers 
Per Home 








2.6 





2.6 67,408 
2.5 68,513 
24 67,478 
2.4 65,772 


2.2 36,463 


2.2 50,052 


Viewers 


2.5 52,853 


62,205 


Men 


27% 
14,270 


27% 
16,795 


28% 
18,874 
29% 
19,869 


32% 
21,593 


337% 
21,705 


367% 
20,327 


37% 
18,519 


17,442 


20,528 


Women 


337% 


337% 


34% 


22,919 


357% 
23,979 


38% 
26,642 


40% 
26,309 


437% 
24,279 


44% 
22,023 





Teens 
(11-18) 


12% 
6,342 


12% 
7,465 


12% 
8,089 








Children 
(4-10) 


28% 
14,799 


28% 
17,417 


26% 


17,526 


12% 24% 
8,222 16.443 
12% 18% 
8,097 12,146 
12% 15% 
7,892 9 866 
10% 11% 
5,646 6.211 

9% 10% 
4,505 5.005 






































period. 
As the accompanying tables indi- 


as the evening wears on. 


(Continued on page 51) 


cate, there is a natural decline in child 
viewing after 8:30 at night. At that 
hour, according to a Nielsen national 
audience-composition report (Novem- 
ber-December, Monday-Friday aver- 
ages), the percentage of kids watch- 
ing is down four points from its peak 
of 28 an hour earlier; at 9 p.m. there 
is a sharp drop of six per cent to 18 
per cent, with a further steady descent 


The downward movement of young 
viewers during prime time is addition- 
ally illustrated by Nielsen’s March 
audience-composition report, which 
shows that children comprise 25 and 
24 per cent of the total audiences for, 
respectively, Wagon Train and Mav- 
erick, both of which are aired at the 
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Huckleberry Hound is a big favorite with the small fry 








Vielsen 
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Screen Gem’s 


One of the sets at the Columbia Pictures ranch 


n the hustle and noise of the tele- 

film production business, where 
timing is as crucial as it is in demoli- 
tion work, something like an historical 
perspective has been lost, or at least 
ignored. To a detached observer of 
the Hollywood scene even a casual 
glance unearths what seems to be a 
contradiction: television film produc- 
tion far outshadows feature produc- 
tion, but this accomplishment would 
be impossible without major motion- 
picture production. 

That the contradiction is being re- 
solved daily on most Hollywood lots 
is a tribute to the canniness of mo- 
tion-picture veterans, who, in tv's 
earliest days, learned to accept and 
exploit the potential of a 21-inch 


screen. 


Dennis the Menace will bow on CBS-TV this fall 


Within the past decade, a short but 
eventful span of years in the develop- 
ment of television, motion-picture fa- 
cilities have become almost as impor- 
tant to the medium as are its electronic 
facilities. And in that time tv appears 
to have become as necessary to the 
well-being of Hollywood producers as 
are the theatrical exhibitors. 

This close relationship can be 
graphically understood by examining 
the production history of Screen 
Gems, Inc., a Columbia Pictures sub- 
sidiary. As an example, Screen Gems 
today turns out the equivalent in run- 
ning time of close to 120 features a 
year, almost as much as the entire 
motion-picture industry is making for 
theatres. The facilities which make 
such a heavy tv schedule possible are 


output of films 
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films 
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owned by the parent company, 
Columbia Pictures Corp., and include 
three different studios occupying some 
95 acres of land. 

The subsidiary has become a net- 
work programmer of some substance, 
and has set up within the past year a 
separate production unit with the sole 
responsibility of turning out three 
new program series per year for 
syndication. 

The facilities used by the company 
and the whole process of program de- 
velopment and production for tele- 
vision illustrate in a limited way what 
has happened to film making and what 
has happened to television. A kind of 


marriage took place, where the know- 
how and creativeness of the former 
were adapted to meet the needs and 


Production line 


for television would almost equal year’s releases of Hollywood features 








Irving Briskin (with cigar) presides at each Thursday's conference on production 


values of the latter. 

Screen Gems entered the business 
earlier than most (this is its 10th 
year) and perhaps entered it with a 
keener appreciation of its possibili- 
ties. The rewards have been tangible 
to an extreme: for the past season 
alone SG sold six new network pro- 
grams, and had a show going on a 
network every night of the week but 
Sunday. Sales for the new season are 
running on a par with the current 
one: Dennis the Menace has been sold 
to the Kellogg Co. for telecasting over 
CBS-TV this fall, and Man from Black 
Hawk has been sold to R. J. Reynolds 
and Miles Labs for airing on ABC-TV 
next season. Undercover Car has been 
picked up by Pharmaceuticals, Inc., 
for presentation over CBS-TV. 








Although a 
budget per year cannot be fixed with 


precise production 
any certainty, it is interesting to note 
that Screen Gems produced 340 half- 
hours for television this season at a 
cost which comes close to $14 million. 
Not all of these were done at the studio, 
of course; Rescue 8 (in first-run 
syndication) was made on location, 
and the animated Huckleberry Hound 
(part of Kellogg’s national spot 
spread) was made at Hanna & Bar- 
bera in Hollywood. 

If last year is to be equaled or sur- 
passed this year in terms of new pro- 
ductions, the industry undoubtedly 
will be looking for a formula to ex- 
plain away the success. It isn’t likely 
that they'll find one, for the Columbia 


(Continued on page 69) 
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Bakeries 






































Television’s family appeal and flexibility make it ideal medium 


Ng year American bakeries turned 
out an estimated §$5.5-billion 
worth of products, in some 20,000 es- 
tablishments located in every part of 
the country. 

Since bakery products must be de- 
livered fresh to be at the height of 
their desirability, bakeries must be in 
or near the areas they serve. 

Because of this, advertising of 
bakery products has always been pre- 


dominately a regional or local under- 


taking. Even the nationally advertised 
brands have their local plants and 
specialties catering to regional tastes 
which they promote in selected areas. 
Add to this the fact that bread and 
other bakery products are of par- 
ticular interest to the family as a food 
mainstay, and it is easy to see why 
the family medium, television, has al- 
ways been a favorite with bakeries. 

And television promotion of bakery 
products is constantly increasing. In 
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1956 bakeries used some $20 million 
in national spot tv. Last year, 1958, 
this total jumped to more than $26 
million. Network expenditure last year 
by bakers is estimated at over $8 mil- 
lion (LNA-BAR reports). During the 
same period a substantial sum was 
spent locally and so did not show up in 
national spot figures. Last year this 
local total spent by bakeries using only 
one market came to an estimated $10 
million. 

Biggest bakery advertiser last year 
was Continental with a total of $9,- 
223,910 in spot tv alone, making the 
company the seventh biggest spot tv 
advertiser. This was a sizable increase 
over the $6 million the company spent 
in tv in 1956, 

One reason for the increase in tv 
use by bakeries seems to be the tend- 
ency toward elimination of the very 
small bakeries ‘and their merger with 
larger regional plants that serve a larg- 





er area. It is estimated that last year 
some 35 per cent of the 20,000 
bakeries in active operation supplied 
more than 80 per cent of the total 
product. These larger bakeries must 
use an aggressive advertising policy 
in order to survive in the highly com- 
petitive baked-goods market. 

The efficiency of television as the 
medium for advertising bakery prod- 
ucts has been proved again and again. 
Grouped here are some typical tele- 
vision campaigns and schedules cur- 
rently in use by bakeries in all parts 
of the country. 


Children’s Show 

For the past two years the Master 
Retail Bakers group of South Dakota 
and Nebraska has bought Tuesday 
sponsorship of Captain Glenn’s Fun 
Wagon, a children’s participation and 
puppet show, on KOTA-TV Rapid City 
and KDUH-TV Hay Springs, Neb. The 
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Monday-through-Friday program fea- 
tures Al McDonald, puppeteer, and 
Glenn Rowell, a veteran radio-tele- 
vision producer-performer, remem- 
bered nationally as Glenn of the old 
radio team of Gene and Glenn, which 
started with the opening of wis Chi- 
cago in April 1924 as the team of 
Ford and Glenn. Glenn is the author 
of literally hundreds of songs, among 
the most popular of which is /] Get the 
Blues When It Rains. 

Commercials become part’ of the 
show. The featured puppet, Pat T. 
Cake, a bear, presents the “bare facts 
about what your Mommy should buy 
at the bakery.” Captain Glenn passes 
samples to the children participants 
and at the same time samples the 
goodies himself all through the tele- 
cast. 


Baker members of the association 
include: Home Craft Bakery, Rapid 
City; Lund’s Bakery, Sturgis; Tri- 






State Bakery, Belle Fourche; City 
Bakers, Lead-Deadwood, and Byerly’s 
Bakery, Chadron. 

KOTA-TV is planning a special birth- 
day observance for Mr. Rowell to cele- 
brate his 35th year on the air. By the 
time of the anniversary he will have 
a record of more than 16,000 pro- 
grams on radio and television. 


On Tv Six Years 

Mead Baking Co., with distribution 
throughout the southwest, relies heav- 
ily on television as an advertising 
medium. Owner of 12 bakeries in as 
many markets, the company puts the 
bulk of its advertising budget into 
television. 

“In 1957 we switched from 10-sec- 
ond ID’s to 20-second animated an- 
nouncements featuring a singing cow- 
boy,” says E. P. Mead, president of 
the company. “We tagged every com- 

(Continued on page 82) 


a series of product group success stories 34 


Selling with Tv 


Atlanta Baking Co., Atlanta. Stanley 
Srochi, president. The bakery buys 16 min- 
utes and ID’s each week on wiw-a Atlanta 
on a 52-week contract. Previously it used 
a half-hour program, plus announcements. 
“We have been advertising on wiw-a for 
over four years,” says Norman Frankel, of 
the agency, Bearden, Thompson, Frankel, 
Eastman, Scott. “During this period I don’t 
believe we have ever been off the air. We 
are the leading bakery in the market, and 
although you might think this is just a 
coincidence, I don’t think so. The co-opera- 
tion and courtesies extended by wLw-a have 
contributed not only to bakery-agency- 
station harmony but also to the bakery’s 
success in the area.” 


Baker Bread Co., Zanesville. Alfred 
Baker, president. Uses minute participa- 
tions daily in half hour adventure strip (6- 
6:30 p.m.) on wuiz-tv Zanesville. Commer- 
cials are film, made especially for the client 
Baker has been on wuiz-tv for five years, 
sponsoring and participating in adventure 


shows. 


Betts Baking Co., Hutchinson, Kan. 
George Betts, principal executive. Uses five 
20's per week in Class C time on KCKT 
Greai Bend, promoting Rainbo broad. An- 
nual hudget about $4,000. 


Colonial Bakery Co., Indianapolis. A. 
L. Taggart III, principal executive. Signed 
the first commercial contract with WLW-1 
Indianapolis when the station went on the 
air Oct. 30, 1957, and has been with it 
since. Currently using 10 one-minute spots 
each week. 


Colonial Baking, Atlanta. R. W. Wester- 
strom, president. Bennett & Co. Adv. is the 
agency, with Ellen Evans media director. 
The bakery uses four Class AA ID's per 
week on wiw-a Atlanta. “The company 
uses more television than any other medi- 
um,” says Miss Evans. “The client is very 
happy with the fact that Colonial Bread is 
the number-one seller in this market,” she 
adds. Annual budget for tv is between 
$14,000 and $15,000. 


Colonial Baking Co., St. Louis, Allen 
Lawrence, manager. Buys ID’s 20's and 
minutes on KYTV Springfield on a regular 
52-week basis. Annual budget is around 
$12,000. 


Cook Book Bakery, Amarillo. T. L. 
Brown is division manager. The major part 
of Cook Book’s budget is placed in televi- 
sion. On Kenc-tv Amarillo the bakery buys 
15- 20- and 60-second announcements a 
week, placing the spots in both day and 
night time. The animated commercials are 
scheduled in daytime spots near popular 


(Continued on page 84) 




































Bowling on television 


peal the good old days when 
the local bowling alley, while 
perhaps not as disreputable as that 
“occasion of sin,” the pool hall, was 
still not exactly nice, at least not the 
place to take the wife and kids? Well, 
this just isn’t so any more; many, 
many changes have come to the ten- 
pin game. 

Sparkling bowling and recreation 
centers have sprung up across the 
country, many with special features 
such as nurseries for the offspring of 
enthusiastic housewives. Bowling now 
plays a major role in college student 
union activities; children are hoisting 
balls custom-weighted just for them. 
In other words, what was once re- 
garded as the prerogative of “the 
boys” on their nights out has become 
a family game to be enjoyed and 
profited from by all. 

What has brought about this trans- 
formation? According to the Bowling 
Products Group of American Machine 
& Foundry Co., a leading manufac- 
turer of bowling equipment, there 
have been two major factors: automa- 


tion and television. 
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AMF pushes bowling as year-round sport 


A machine which sets pins and re- 
turns balls automatically (an AMF 
product under the trade name “Pin- 
spotter” which was introduced about 
seven years ago) has freed the bowling 
proprietor from the difficulties im- 
posed by juvenile and/or itinerant 
labor and enables him to keep his 
lanes ready for service at any hour. 
As for television—well, let’s return to 
the old image of bewling described 
above, and also take a look at a few 
figures. 

“Let’s face it,” says W. N. Me- 
Donald, public relations director of 
AMF, “television has done more to 
build up bowling and therefore our 
business than anything else.” Tv has 
exposed the public to the sport and the 
bowling center in the best possible 
environment and has cleared away 
many of the old misconceptions about 
its lack of respectability. Many non- 
bowlers have also had their first in- 
troduction to the game. 

The American Machine & Foundry 
Company, which has been responsible 
for much of the exposure received by 


the sport on television, is a diversified 


MAF BOWLING! IT’S CooL FUN! . 


Strike for AMF 


operation with 1958 sales and rentals 
totaling $230,877,000. The Bowling 
Products Group, the most heavily pro- 
moted operation of the company, 
produces everything from the lanes 
themselves to shoes—every piece of 
equipment needed to set up a bowling 
center. All of these products are sold 
to the proprietor except the Pinspot- 
ters, which are leased. 

In 1958 more than 10,000 Pinspot- 
ters were manufactured and shipped, 
exceeding the company’s estimate by 
over 40 per cent, and bringing the 
total number of installations to 40,- 
413. A record number of leases was 
signed during the year—over 12,000. 
1959 promises to be even better, and 
AMF fully expects to break its 1957 
record of 12,000 installations. Total 
billing of AMF bowling equipment 
was nearly two-thirds greater in 1958 
than in the preceding year; unfilled 
orders for lanes and supplies were 
nearly double those at the end of 1957. 

The 41,721 Pinspotters in use as of 
April of this year represent a major 
percentage of the equipment used for 
resetting pins in the 77,000-plus lanes 


provides great entertainment—and soaring popularity builds business 


certified by the American Bowling 
Congress. Other AMF products in- 
clude bicycles, home workshops, sport- 
ing goods and machinery and tools 
for the Government and for private 
industry. 

In 1949, when television’s picture 
tubes had barely started to flicker and, 
incidentally, when a certain percent- 
age of pin boys was still being mis- 
taken for an 11th pin, it was estimated 
that 12 million persons were rolling 
balls down the hard wood. At the pres- 
ent time, with thousands of shiny new 
bowling centers in business, and after 
countless hours of national and local 
air time devoted to the sport, some 
22 million people are enjoying the 
fun. Also, the number of ABC cer- 
tified lanes has increased about 35 
per cent since 1952, up to 77,000 from 
57,000. 

AMF Bowling Products Group 
gives a good deal of credit to tv for 
the steady increase in its business, for 
it holds to the policy that whatever 
is good for the sport is good for AMF. 
The rise of bowling in the public’s 


(Continued on page 71) 
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An analysis of the 
weaknesses and strengiilis 
of the Sunday weekly 


as it relates to television 


Subtleties 
of supplements 











he Sunday supplement was the 

only major print medium which 
registered an increase (slight) in share 
of the national advertising pie last 
year, something of an accomplish- 
ment in view of the record of other 
print media. If the pun is unpardon- 
able, the question nevertheless must 
be asked: how strong are these week- 
lies? Not as strong as they look, judg- 
ing from a special analysis completed 
by the Television Bureau of Adver- 
tising called How Strong the Weekly 
Sunday Supplement. 

TvB’s study compares circulation, 
costs, readership and coverage of the 
national weekly Sunday supplements 
with network and spot television, and 
the supplements, which can be said to 
combine magazine techniques with 
newspaper circulation, come off a poor 
second-best in the two-media race. 

What is it that justifies increased ex- 
penditures in Sunday supplements? 
TvB found the answer in gross circula- 
tion figures of the four major nation- 
al supplements—American Weekly, 
Family Weekly, Parade and This 
Week. Combined gross circulation 
amounts to 35,964,614, a gain over 
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1958 of 1,566,086. The number of 
newspapers carrying these supple- 
ments amounts to 311, an increase of 
18 newspapers. 

On the face of it, this is an impres- 
sive indication that more and more 
people are reading the supplements 
and a justification in part for spend- 
ing more money in the medium. How- 
ever, TvB took a closer look at the fig- 
ures and came up with a trend which 
indicates that average circulation per 
paper in each Sunday group has ac- 
tually declined, while costs have con- 
tinued to rise. The increase in total 
circulation can then be explained by 
the increase in number of newspapers, 
and is hardly an indication of in- 
creased reader interest in the supple- 
ments. 

This can be seen in the trend in 
average circulation per paper and 
their costs over the past four years. 
The number of papers carrying sup- 
plements has climbed steadily, the to- 
tal circulation has undergone a com- 
parable rise, while costs have soared 
still higher, raising the cost-per-thou- 
sand. Finally, average paper circula- 
tion has dropped sharply, from some- 





thing like 122,000 to 115,000, accord- 
ing to figures in the TvB study. 

End result, in the words of George 
P. Huntington, vice president and gen- 
eral manager of TvB: “irregular na- 
tional Huntington 
points out that national advertisers, 


coverage.” Mr. 


even though they are buying a nation- 
al medium, are still concerned with 
getting sales in individual markets. 
“The coverage you buy is only as good 
as the circulation is in each individual 
market.” 

The study reveals that costs for 
choice supplement space have climbed 
at a faster rate than total circulation. 
In turn, the efficiency of each group, 
says TvB, can be judged by the 
changes in the average circulation de- 
livered in a market for the total cost 
charged the advertiser. (In this re- 
spect, American Weekly and This 
Week have large gaps between cost 
and average circulation, says TvB.) 

But gross circulation is not reader- 
ship, and TvB points out that each 
publication’s circulation is subject to 
a scale of reduction from the poten- 
tial total audience to the actual audi- 
ence to a section, a page, an ad. The 
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study compares time spent per person 
per day with newspapers (which carry 
the supplements) to television, both on 
weekdays and on Sundays. 

The time-spent figures, compiled by 
Pulse, show that newspaper reading on 
Sunday is only slightly above the daily 
figure. Thus, the average figure per 
person per day during the week is 34 
minutes, while the average per person 
on Sunday is 38 minutes. A compari- 
son to television: time spent per per- 
son per day during the week, 102 
minutes; time spent per person on 
Sunday, 110 minutes. 

It is clear from the above that the 
time spent with tv is two to three times 
greater than that spent with news- 
papers, daily or Sunday, and the study 
points out that time spent per page 
weekdays must be more than that spent 
on Sundays, since total pages in the 
Sunday papers are many times greater 
than the daily. It is interesting to note 
that in the 18-49 age bracket the in- 
crease in time spent with newspapers 
Sundays over weekdays is only four 
minutes (44 as against 48), while the 
increase on Sundays over weekdays 
for this same group in television is 16 


minutes (from 101 to 117). The un- 
der-17 age group doubles its time 
spent per person with newspapers on 
Sundays (from eight minutes to 16), 
while the same group in television 
drops one minute per person (from 
99 to 98 minutes) . 


So far, the study has considered 
Sunday newspaper readership in gen- 
eral. The national magazine supple- 
ment in particular is still another 
story. According to Puck (Pattern of 
Sunday Newspaper Reading) , 24 per 
cent of men readers of Sunday papers 
do not read the national magazine 
supplement, and 18 per cent of women 
readers do not read the supplement. 
TvB, to bolster these findings, then 
quotes from the Starch 52nd Con- 
sumer Magazine Report, which found 
that 23 per cent of the men and 20 per 
cent of the women getting Sunday pa- 
pers do not read the national supple- 
ment. 

The reduction in the advertiser's 
audience has only begun, since the 80 
per cent or so of the total Sunday 
newspaper audience which does read 
supplements does not read every 
printed page. Again according to 


Puck, the average readership per page 
breaks down in this way: 34.2 per 
cent, men; 40.9 per cent, women. 


And then, in a further reduction, 
there is the question of ad readership. 
TvB used a formula to arrive at a 
realistic approximation of an adver- 
tiser’s audience for a weekly Sunday 
supplement. Using four-color ads (the 
best-rated space) and the ad-noting 
for women (according to Starch), the 
total potential Sunday-paper audience 
(100 per cent) reduces to 38 per cent 
delivered to an advertiser. The for- 
mula would read something like this: 
Sunday newspaper supplement circula- 
tion, minus women not reading sup- 
plement (18 per cent), equals women 
supplement readership of 82 per cent; 
women supplement readers noting 
four-color ad amount to 46 per cent, 
equaling 38 per cent women noting 
four-color ad out of the total Sunday 
supplement circulation. 

TvB’s study then considers market 
coverage and penetration. A national 
advertiser buying a national magazine 
supplement gets a certain amount of 
coverage of many markets through a 

(Continued on page 53) 
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BUY KROC-TV 








My Daddy 


Rochester, Minnesota, is a terrific buy. 


says that KROC-TV, 
My Daddy says that the consumer 
income in this market is more than 


$886 million. 


As a matter of fact, my Daddy says 
that the food sales alone are over 
$133 million and, besides, my Daddy 
says that Rochester, Minnesota, is the 
fastest growing metropolitan area in 


the entire state. 


My Daddy should know cause he is a 
timebuyer and he buys time on 
KROC-TV. You should, too. 


KROC-TV 
CHANNEL 10 


Rochester, Minnesota 


National Represeniative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative: Elisabeth Beckjorden 
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WELL, DON’T SIT THERE! | News (Continued from page 27) 


Windsor Towers, 5 Tudor City Place, 
Penthouse 2209, New York 17, N. Y. 

Precisely how the public will vote 
for entries has not as yet been de- 
cided. There has been talk of buying 
network time or of screening entries 
over a closed-circuit operation. It’s 
also conceivable that advertising 
space, with entry blanks which list 
the kinds of pilots, might be pur- 
chased. 


Hamm’s Back on Top 

For the month of April, reports the 
American Research Bureau, the best- 
liked commercial on tv was the film 
for Hamm’s, the first time that the beer 
has made first place since September of 
last year. In the number-two spot— 
moving up a notch—Bert and Harry 
Piel continue their perennial popular- 
ity as video brew salesmen. 

In March, Ford was eighth, but the 
latest ARB list finds it in third place. 
Alka-Seltzer (fourth) _and Handy 
Andy (fifth) repeated from March, 
with Dodge jumping a single place— 
from seventh to sixth—in the monthly 
race. 

Others moving up were Post cereals, 
L&M cigarettes and Stag beer, but the 
brand gaining most was Seven-Up 
(climbing from 18th to 9th), while 
Maypo showed a major decline in 
falling from first to a number-six spot. 






Winston, too, found a lower slot, as 
did Gillette, 
Chevrolet. 

New to the survey was Mr. Clean 
(tied with Winston and Stag in spot 
13), while Burgermeister and Falstaff 
brew returned this month after being 
out of the running for awhile. In 
March, the list showed Tip Top bread, 
Texize and Wrigley gum, all three of 
which failed to show up in the latest 
survey. 

The tabulation is based on ARB’s 
National Diary Sample for the week 
of April 6-12. As always, the results 
reflect only the personal perference 


General Electric and 


for a particular commerial on the part 
of the diarykeeper. 


Best-Liked Tv Commercials 
Based on ARB’s National Diary Sample, 
April 6-12, 1959 


Commercial and Agency 


Rank 


1. Hamm—Campbell-Mithun 
2. Piel—Young & Rubicam 
3. Ford—J. Walter Thompson 
4. Alka-Seltzer—Geoffrey Wade 
5. Handy Andy—Kenyon & Eckhardt 
6. Dodge—Grant 

6. Maypo—Bryan Houston 
8. Post Cereals—Benton & Bowles 

9. L&M—Dancer-Fitzgerald-Sample 

9. Seven-Up—J. Walter Thompson 

11. Burgermeister—BBDO 

11. Chevrolet—Campbell-Ewald 

13. Mr. Clean—Tatham-Laird 

13. Stag Beer—E. H. Weiss 

13. Winston—Wnm. Esty 

16. Chesterfield—McCann-Erickson 

16. Falstaff—Dancer-Fitzgerald-Sample 
18. Gillette—Maxon 

18. Lestoil—Jackson Associates 

20. General Electric—Young & Rubicam 





Hand Arts for Girl Scouts 


The Girl Scouts of America are using television on a nationwide scale 


to bring otherwise unavailable creative resources to their troops, as well 


as to perform a public service to many communities. 


In cooperation with NBC and the Educational Television and Radio 


Center in Ann Arbor, Mich., the Girl Scouts have developed a 10-program 
series titled Adventuring in the Hand Arts. Beginning in the fall of 1958, 
the series, which originated in the NBC studios in New York, was seen 


live through 31 etv facilities, and kinescopes were run on over 100 NBC 


stations. 


The hostess chosen for the series was Shari Lewis, Emmy award winner 


for her programs on wrca-Tv New York; writing and production staffs 


and live telecast facilities were made available by the network. 


Content of the programs was devoted to the functional uses of arts 


and crafts and their place in primitive societies in modern times. Guest 


lecturers were authorities on various types of useful arts. 


Community reaction to the idea was excellent, with local organizations 


and businesses eager to help promote and publicize the series. Re-runs 
are planned by many of the etv stations, and additional NBC stations 


have expressed interest. 
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Film Report 





FEATURES FOR TV 

Screen Gems, one of the last of the 
major companies with a large supply 
of unreleased pre-'48 features, has 
made many of those films available to 
television. The Columbia subsidiary is 
tailor-making individual packages of 
movies to the demands and potential 
of individual markets, and thus not 
all of the new-to-television movies are 
available in all cities. 

However, at least in theory, a sta- 
tion may sit down with Screen Gems 
and select a group of films which 
would be composed partly of re-runs, 
partly of newly released features, 
and, if the film company thinks it 


is worthwhile, additional pictures 
never before released. Play dates of 
some of the new pre-’48 films are not 
necessarily immediate, since some of 
them cannot be telecast for almost a 
year. It would appear, nevertheless, 
that many diverse properties from the 
reserve of Columbia, Universal and 
various independent productions have 
been broken loose from the vaults. 
Previously, only small, selected pack- 
ages, such as the group of horror 
films and the group of 78 in the 
“Powerhouse” package, had been 
made available to stations. 

First sale of first-run features was 
made to WHDH-TV Boston, which 





FILM SUCCESS 
 sigeitag in first-run syndication 

are a rarity, and _ successful 
comedies in first-run syndication are 
rarer still. CBS Films, however, ap- 
pears to have come up with just such 
a singular species in Colonel Flack, 
currently aired in approximately 90 
markets. 

At least, that’s the only conclusion 
that can be drawn from the accolades 
bestowed on it by one of its sponsors, 
the Haas-Davis Packing Co. of Mo- 
bile, Ala. Haas-Davis has been bank- 
rolling the series over WKRG-TV Mo- 
bile on Tuesdays, 8-8:30 p.m., since 
November of last year and has 
achieved noticeable sales gains. 

In addition, there is the question of 
ratings. According to Charles Court- 
ney, president of Charles E. Courtney 
Advertising Agency in Mobile, agen- 
cy for the client, “to say the adver- 
tiser is pleased about the fine rating 
of Flack would be putting it mildly.” 
Mr. Courtney relates how initial mis- 
givings about the popularity of a 
comedy series were quickly dispelled 
by an independent survey made by 
the agency, the results of which are 
substantiated by the April American 
Research Bureau report, which 
showed Colonel Flack as the number- 
two syndicated film series in the Mo- 
bile area with a 38.1. The series was 
topped by Whirlybirds, another CBS 
Films property, which is also telecast 
by WKRG-TV. 


> pened Haas-Davis Packing Co. 





Other ARB’s in diverse markets 
across the country indicate that Colo- 


nel Flack has a large and loyal audi- 
ence. In Bakersfield it was awarded a 
26.8; in El Paso a 36.1; in Sioux City 
a 28.2; in Wichita a 20.6, and in 
Salinas-Monterey a 24.4. In New Or- 
leans the program has moved into 
third place among all syndicated pro- 
grams in the market. 

Colonel Flack, consisting of 39 half- 
hours, was produced for CBS Films 
by Jody-Pam Productions, Inc. The 
program is based on the character 
created by Everett Rhodes Castle in 
his series of stories for the Saturday 
Evening Post. Alan Mowbray por- 
trays Col. Humphrey J. Flack, and 
Frank Jenks co-stars as his com- 
panion, Uthas P. Garvey. 


picked up 150 as well as the Burns 
and Allen comedy series. The Tri- 
angle stations then purchased 130 
KRON-TV San Francisco 
picked up 78 films, and KOMO-TV 
Seattle purchased 150 features, 104 
of which are new to television. 
Screen Gems at present has re- 
leased approximately 1,100 pre-48 
features to tv and has still another 
450 (mostly from Universal) that 
will eventually go to stations. Sales 
policy on the features is necessarily 


features. 


flexible, since much depends on the 
market situation. 


DING DONG SPREAD 

A number of national advertisers 
have expressed active interest in spon- 
soring Independent Television Corp.'s 
Ding Dong School on a participating 
basis this fall. The program, which 
is being offered to stations either on 
film or tape (for the same price), was 
just recently placed into syndication. 

ITC at present is working on de- 
livering a major-market line-up of 
stations for the prospective sponsors. 
At press time, it was understood that 
one of the national advertisers of the 
multi-market spread (as many as 50 
markets might be involved in the 
deal) is the American Metals Spe- 
cialty Co. (AMSCO), a toy manu- 
facturer. 


SALES... 

Lock-Up, Ziv’s newest syndicated 
entry, was sold in 46 markets within 
two weeks of its introduction. The 
program, which stars MacDonald 
Carey, was purchased by the follow- 
ing advertisers in that time: the 
Kroger Co. for St. Louis; Henke and 
Pillot Supermarkets (owned by 
Kroger) for Houston and Beaumont- 
Port Arthur; American Bank and 
Trust Co. for Baton Rouge-Lake 
Charles; Dallas Morning News for 
Dallas, and Towne Service for Waco- 
Temple. Stations purchasing the 
series include: KVAR Phoenix; KSL-TV 
Salt Lake City; Kovr Sacramento- 
Stockton; wwi-tv New Orleans; 
KSTP-TV Minneapolis-St. Paul; KFrsp- 
Tv San Diego; wrvy Miami; wavy-Tv 
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Norfolk, and wrvt Tampa. 


Flight, California National Produc- 


tions’ aviation saga, continues its 
brisk selling pace. Recent sponsor 
sales include the following: House- 
hold Finance Co. for Carlsbad, N. M., 
and Madison, Wis.; Karp Motors for 
Savannah, Ga., and Interstate Life & 
Accident 
Recent station deals include: wetv 
Fla.; wtvo Rockford, 


Ottumawa, 


Insurance for Knoxville. 


Tallahassee, 
Ill.; KTVOo 
WRAL-TV Raleigh, N. C. 


Iowa, and 


The past fortnight was character- 


ized by some heavy feature-film 
selling. In addition to the Screen 
Gems decision to release new pre-"48 
movies to television (see story 
above), the following feature deals 
were concluded in the past two 
weeks: MCA TV sold its library of 
Paramount features to KONO-TV San 
Antonio and KTVH 
Wichita; United Artists Associated 
completed deals with 28 stations for 
United Artists 


Warner films and cartoons, and Show 


Hutchinson- 


various packages, 
Corp. of America sold its package 
of 22 titled “‘Mid-’50 


Movies,” in 20 major markets within 


movies, 


days of its release. 

CBS Films’ The Phil Silvers Show 
has been picked up by Carling Brew- 
ing Co., Inc., in a 63-market, three- 
year transaction. The order, placed 
through Benton & Bowles, Inc., totals 
close to $4.3 million in time and 
talent. Carling will sponsor the series 
on a weekly basis in approximately 
one-third of the markets ordered and 
on alternate weeks in the remaining 
two-thirds . . . The Latin American 
market has proved a fruitful one for 
Ziv. The company has sold a total of 
in Latin 
America, representing 22 different 
programs. Venezuela is the leader 
with 20 Ziv series, and Puerto Rico 
follows with 15. Ed Stern, head of 


Ziv’s international division, estimates 


124 series in 12 areas 


that “the Latin American market will 
increase from 250 to 300 per cent 
within the next three years.” 


NETWORK OR SYNDICATION? 
CBS Films at press time last week 
found itself in an uncomfortable pre- 


whether to continue to 


dicament: 
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press for a network sale on Theatre 
jor a Story or place the tape series 
into syndication, where a large re- 
gional advertiser is waiting. 

The advertiser is Nationwide In- 
surance Co., which has been shopping 
for a suitable television vehicle for 
some time. Nationwide has offered to 
sponsor the Robert Herridge anthol- 
ogy program in 40 markets beginning 
this fall. At press time, a network sale 
was still a possibility despite the 
dwindling time availabilities. Ben 
Sackheim, Inc., is the agency for 
Nationwide, and it’s understood that 
Hal Graves remains as account exe- 


cutive. 


PROGRAMS .. . 

Ziv will produce another cycle of 
39 Mackenzie's Raiders, starring 
Richard Carlson. Broderick Craw- 
ford, star of Ziv’s Highway Patrol 
for four years, will be featured in 
a new syndicated western series by 
the syndication-production company. 

Pilots of Paramount TV’s Count- 
down, and The Happy Time are being 
viewed by agencies in New York. 
The latter half-hour is on video 
tape . . . NBC-TV is continuing its 
purchase of filmed series from Revue 
Productions. The network has bought 
Whispering Smith, detective drama 
originally seen as a Paramount pic- 
ture. Audie Murphy will star. 

Bernard L. Schubert, Inc., has 
added another telefilm series to its 
production schedule. The program, 
Alexander the Great!, is scheduled 
to go into production this month with 
Jonathan Winters in the starring 
role. The series is based on William 
Hazlett Upson’s Saturday Evening 
Post stories dealing with the adven- 
tures of Alexander Potts, Earthworm 
Tractor salesman. Other new Schu- 
bert productions include Counterspy 
and The New Adventures of Mr. and 
Mrs. North .. . Van Praag Produc- 
tions, tv film commercial producer, 
is out selling a live program, The 
Ad Libbers, which is based on acting 
improvisation. 

Screen Gems will be offering a golf 
tournament to television next season. 
Two hour-long series will be pro- 
duced for the Columbia subsidiary 
jointly by Briskin Productions and 
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Mitchell J. Hamilburg Productions 
with the cooperation of the Profes- 
A total 
of $1.2 million in prize money will 


sional Golfers’ Association. 


be offered over three years, with top 
names in the sport participating in 
the programs. Bob Crosby will be 
host-narrator of the first series, World 
Television Match Play Championship. 
The other series has been titled World 
Television Medal Play Championship. 
. . . SG has signed four directors to 
multiple-film contracts for next sea- 
son’s Alcoa-Goodyear Theatre series. 
They are Arthur Hiller, Robert Ellis 
Miller, Walter Grauman and Elliot 
Silverstein. Tony Wilson, a produc- 
tion executive with Young & Rubicam 
for the past five years, has been 
signed as a producer for the Alcoa 
Goodyear Theatre. Other SG produc- 
tion news: Oscar Rudolph has been 
signed to a new multiple-film con- 
tract for the Donna Reed Show, and 
Phil Sharp has been signed as as- 
sociate producer of the program. Het 
Manheim has been signed as story 
editor for Greene-Rouse Productions’ 
new Undercover Man series at Screen 
Gems. 

The production front: Four Star 
Films will film an hour-long pilot 
of Michael 


drama, aiming it for January sale; 


Shayne, private-eye 
Desilu is casting John Bromfield in 
a western adventure, Dallas, intended 
as a sequel to the syndicated U. S. 
Marshal; Jerry Lewis Enterprises has 
two pilots, Gunlaw, a western, and 
My Dear Friends, a comedy, sched- 


uled for filming; William Morris | 


Office has packaged a series, Zsa Zsa, 
starring Zsa Zsa Gabor, and Herts- 
Lion Productions is starting work on 
Rhumba Beat, a show to be shot in 
Cuba . 
of television productions has been 
formed by Collier Young, Joan Fon- 
taine, Irving H. Levin and Harry L. 
Mandell. 
the first project is Mexican adventure, 
Pancho Villa. 

National Telefilm Associates has 
released a group of over 200 comedy 
shorts to television. The package, 
titled “Custard Pie Playhouse,” was 
placed into distribution last week by 
Famous Films Division of NTA Pro- 
gram Sales. Robert Benchley, Willie 


. . A company for financing | 


Called Atlas Productions, | 





and Eugene Howard, W. C. Fields, 
Smith Dale 
comedians are 


and and other great 
featured in the 


package. 


PERSONNEL ... 

Howard Anderson has been named 
a vice president of ABC Films and 
Richard C. Hurley has been ap- 
pointed central division sales man- 





ANDERSON HURLEY 


ager in a move described as the first 
phase of a reorganization of the com- 
pany’s domestic sales staff. Mr. An- 
derson, formerly central division sales 
manager, has also been promoted to 
supervisor of sales. In his new post 
he will coordinate syndicated and 
national sales activities with Henry 
G. Plitt, president of ABC Films, 
and will also direct the activities of 
the domestic sales personnel. Mr. 
Hurley, who succeeds Mr. Anderson 
in Chicago, was formerly Chicago 
city sales manager. At the same time, 
Mr. Plitt announced that Edwin J. 
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Smith, director of international op- 
erations, has been appointed a vice 
presid.nt of the firm. Mr. Smith 
joined ABC Films last October, and 
before that was vice president and 
general manager of Allied Artists In- 
ternational and Interstate Television. 

United Artists Television continues 
its personnel expansion. William R. 
Dothard has been appointed regional 
sales manager of the eastern division, 
and Edward Ray Downes has been 
named chief story editor. Mr. Doth- 
ard, formerly eastern division ac- 
count executive with ABC Films, will 
headquarter in Philadelphia and 
will supervise all regional and local 
sales activities in the division. Mr. 
Downes, who has been a producer- 
editor in the agency, network and 
package-production field for 15 years, 
has over-all supervision of the script 
preparation for the five television 





DOWNES 


DOTHARD 


series UA-TV now has in production 
and will also make preliminary 
evaluations of new properties sub- 
mitted to the company. 

Ely A. Landau, board chairman of 
National Telefilm Associates, and 
Oliver A. Unger, NTA president, 
have been elected to executive posts 
with National Theatres, Inc., which 
recently acquired NTA. Mr. Landau 
was elected senior vice president, and 
Mr. Unger was elected first vice 
president of National Theatres. M. 
Spencer Leve, who is responsible for 
all operations of the 200-odd theatres 
owned and controlled by NT, was 
elected vice president . . . Gertrude 
Palmer, office manager at NTA, has 
been appointed director of personnel. 

Screen Gems’ story department in 
Hollywood has 


organization and 


undergone a_ re- 
expansion. Don 
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EE ok can cednuae’ Norman Witlen 


ihevege Vico President ............. Ralph Koch 
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Hollywood 38, Calif. EFFECTS .. . SLIDE FILMS. . 
HOllywood 9-8181 ANIMATION pee 


ANIMATION PHOTOGRAPHY 








BONDED T.V. FILM 
SERVICE, INC. 


630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 
Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd. OL 4-7575 | 


VIDEART INC. 


343 Lexington Ave., New York, N. Y. 
LExington 2-7378-9 


Joe Zuckerman, Pres. 
Optical Effects—Titles 


Complete Animation Facilities 
Animation Consultants 


The nation’s largest total film service 
for post-production needs 


SPEED e SAFETY e@ SATISFACTION 








MODERN TELESERVICE, INC. INSURANCE 
| New York Chicago Los Angeles | 
OX 7.2753 DE 71-3761 WE 3-5674 JEROME J. COHEN, INC. 
_Modern facilities (Jerry & Ron) 
0 eS yer 225 West 34th St, New York 1, N. Y. 
Individual attention CH 431278 








| All facilities available 24 hours a day. 


. in servicing tv after-production needs. 
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RECORDING SERVICES 
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(Jean & Babs) REEVES UND STUD 
141 East 44th Street, New York 17, N. Y. sO Ss 10S 
YUkon 6-4330 304 East 44th Street, New York 17, N. Y. 


ORegon 9-3550 


Complete transcription and film recording 
facilities. 


A complete service, specializing in crea- 
tive talent for tv. May we screen, from 
our vast resources of actors, models, etc., 
the types to fit your specific need. | 
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CAMERA EQUIPMENT CHARLES ROSS, INC. 


333 West 52nd Street, New York 19, N. Y. 
CIrele 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 
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CAMERA EQUIPMENT CO. 


315 West 43rd Street, New York 36, N. Y. 
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. . . lighting equipment . . . generators 
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Moore, who heads the unit, has a 
staff which includes Eve Ettinger as 
associate editor, Peggy Phillips as 
assistant editor, and Lee Phillips as 
reader . . . SG has signed Howard 
Rodman to a long-term writer-pro- 
ducer contract to start with the Alcoa- 
Goodyear Theatre program next fall 
. . . Jack J. Brown has joined Trans- 
Lux Television Corp. as midwest di- 
vision manager. Mr. Brown succeeds 
Murray Oken, who has been assigned 
to the Trans-Lux Los Angeles office. 

Arnold Fetbrod has joined Offcial 
Films, Inc., as manager of syndica- 
tion sales. Mr. Fetbrod was formerly 
coordinator of syndication sales for 
. . Elliot Abrams, Chi- 


cago manager of Sterling Television 


Screen Gems . 


Co., has been appointed eastern sales 
manager, with headquarters in New 
York. Robert Schlessel, formerly an 
account executive in the New Eng- 
land area, succeeds Mr. Abrams as 
Chicago manager . . . John B. Lauria 
has joined the Lou Smith Organiza- 
tion as assistant to John C. Sebastian, 
manager of the New York office. 


ITC PRODUCTION 
Independent Television Corp.'s 

production department, temporarily 

Studios in 


Hollywood, has been completed and 


located at California 
moved to an entire floor in the Jack 
Wrather Organization building in 
Beverly Hills. Ted Rogers heads up 
the ITC 


production unit, which is 
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staffed to handle all types of tv pro- 
duction—film, tape or live. Bud Kay 
is in charge of story and program de- 
velopment, and the Stalmaster-Lister 
Agency has been retained to handle 
casting on all pilots and ITC pro- 
grams in current production. Joe 
Behar is in charge of video tape pro- 
duction and Claude Traverse is vtr 
production manager. 


GOLDWYN FEATURES 

Last of the blocks of pre-1948 fea- 
ture pictures is nearing television 
with negotiations between NTA, the 
Goldwyn Foundation and Howard 
Productions, which own 50 Samuel 
Goldwyn pictures which so far have 
been kept off the air. NTA reportedly 
will guarantee $5 million against a 
percentage of the gross, the highest 
per picture price ever paid for tv. 


SAG-AFTRA TALKS 

Problems of SAG-AFTRA juris- 
diction over taped programs will be 
solved soon, as merger negotiations 
between the two guilds continue. Re- 
portedly all taped programs and com- 
mercials which receive network air- 
ing or are syndicated, no matter 
whether produced by a film studio, 
network or individual station, will 
fall under the procedural and re-run 
formulas now applicable to film. 


COMMERCIAL CUES... 

Union Oil Co. is the first sponsor 
to take advantage of the new Mobile 
Video Tapes firm, set up for the 
teletaping of commercials. Ben Alex- 
. UPA 
is preparing an animated series for 
tv called Bric ’n Brac. Herb Klynn, 
the firm’s vice president in charge of 


ander narrates the spots. . . 


commercials, has just completed a 
sales tour of Chicago, Boston, Detroit, 
Philadelphia, Cleveland, Washington 
and New York. 

Calo Dog Food is doing a com- 
mercial based on Playhouse Pictures’ 
“thinking dog” spot for Ford Dealers, 
and rumor has it that the dog will be 
smoking a cigarette (the “thinking 
dog” spot is a take-off on Viceroy’s 
“the thinking man’s filter”). 
Playhouse, meanwhile, has produced 
a second dog spot for Ford, as well as 
spots for four breweries. 





Construction is under way on the new 


home (a model of which is shown 
above) of KGUL-TV Houston, with a 
single building housing both a 74 x 
42’ studio and a 28’ x 24’ studio. At 
the groundbreaking ceremonies re- 
cently were CBS news commentator 
Walter Cronkite, who was educated 
in the Texas city and worked on local 
papers there; C. Wrede Petersmeyer, 
president of Corinthian Broadcasting 
Corp.; George Stevens, manager of 
KoTV Tulsa, and the mayor of Hous- 


ton. 





Film Commercials 


GRAY & O’REILLY 


In Production: General Foods Corp. (Buf- 
fay), Y&R; General Electric Co. (skillets), 
Y&R; General Tire & Rubber Co. (tires), 
D’Arcy; Texaco Co. (Texaco gasoline), 
C&W; Falstaff Brewing Corp. (beer), 
D-F-S. 


HANKINSON STUDIO, INC. 


Completed: Bristol-Myers Co. (Ipana), 
DCS&S; Coca-Cola Co. (Coca-Cola), Me- 
Cann-Erickson; Fels & Co. (Speedy Fels), 
Aitkin-Kynett; Texaco Co. (Swing Into 
Spring), C&W; National Biscuit Co. (Na- 
bisco Jrs.), K&E; Thomas J. Lipton, Ine. 
(soups), Y&R; J. A. Folger & Co. (coffee), 
C&W. 

In Production: 


C&W 


Texaco Co. (gasoline), 


JAMIESON FILM CO. 


Completed: Freeman Oldsmobile Co. (auto- 
mobile dealer), Clarke, Dunagan & Huff- 
hines; John E. Mitchell Co. (Mark IV air- 
conditioner), Taylor-Norsworthy; Regal 
Pale Brewing Co. (beer), Walker Saussy: 
Dial-A-Bug (insecticide), Pitluk Adv.; 
Tandy Leather Co. (promotion film), direct. 
In Production: King Cotton Meats (meat), 
Fitzgerald; Hart’s Bread (bread), Simon & 
Gwynn; Bull of the Woods (tobacco), 
Simon & Gwynn; Hot Shot (insecticide), 
Simon & Gwynn: Light Crust Bread 
(bread), Clarke, Dunagan & Huffhines; 
Humble Oil & Refining Co. (oil & gaso- 
line), McCann-Erickson; Blue Plate Foods, 
Inc. (CDM coffee), Fitzgerald; Wesson Oil 
& Snowdrift Sales Co. (Blue Plate salad 
dressing), Fitzgerald. 


























KEITZ & HERNDON 
Completed: Household Finance Corp. (loan 
services), NL&B; Amicable Life Insurance Dodge Dealers on Tv 
Co. (insurance), Southwest. er : 
1 productions Caleaal Dairy Products, Inc. Within recent months, there has been a growing trend among auto- 
(dairy products), Lowe Runkle; Deep Rock mobile dealer groups in localized areas to place their advertising through 
Oil Corp. (gasoline), Lowe Runkle; South- ee eet ee Fe h . : 
ern Unien Gos Co. (ans peaducts). divest: neighborhood” agencies, rather than through the corporate giants which 
Dr. Pepper Co. (soft drinks), Grant; Cen- handle national car campaigns. The reasoning for the move is twofold: 
tex Construction Co., Glenn. A ” 
a local agency often better understands specific sales problems facing 
LEWIS & MARTIN FILMS, INC. dealers in its area, and the local agency is generally able to devote more 
In Production: Ceco Steel Products (steel), time and effort to its client's advertising. 
direct; Tilton Homes Construction (Tilton Both factors reportedly entered into the recent appointment of Brahms- 
Homes), Morlock; Wm. Wrigley Jr. Co. Coes Abii I “ Balti . 
(gum), Arthur Meyerhoff; Remington verber Advertising, Inc., Baltimore, to handle the campaigns of Dodge 
Rand, Div. Sperry Rand Corp. (Univac dealers there. In addition to the agency’s experience on the local level, 
division), direct. er - . 
however, a television-centered presentation also influenced the Dodge 
new JAMES LOVE PRODUCTION group to choose Brahms-Gerber from four Baltimore shops, plus Grant 
own Completed: PPG (schools), Ketchum, Mac- Advertising, Inc., which handles the national Dodge account and had 
th a Leod & Grove; Bell Telephone Co. of Pa., held the local business as well. 
, Gray & Rogers. ° ‘ ° : » » . 
74! x in 5 Me oe Bell Telephone Co. of Pa., Milton Weiner, chairman of the dealers’ advertising committee, stated 
». At Gray & Rogers; Aluminum Co. of America, the agencies were invited to make a presentation based on a simple 
F&S&R. . “ : : 
; Te question: “What can your agency do for the Dodge dealers in the Balti- 
. —_ : ss Telia a??? 
later MPO TELEVISION FILMS, INC. nee CUSRe ; : : 
rated Completed: 5-Day Laboratories, Div. ef As- The Brahms-Gerber answer, as explained by president Jack Brahms, 
local sociated Products, Inc. (5-Day deodorant), was a complete year-round advertising and promotion program built 
4 Grey; E. I. du Pont de Nemours & Co., he th ur Cc a Dodee!” 
eyer, Inc., BBDO; Esso Standard Oil Co. (Flit), on the theme, “Go Get a Dodge! 
sting McCann-Erickson; General Foods Corp. Quickly approved, the campaign got under way with Dodge-dealer 
(Maxwell House coffee), Ogilvy, Benson & hi f 1 10-mi cht! > " : 
or of Mather: P. Lorillard Co., Inc. (Kent ciga- sponsorship of a top-ratec -minute nightly sports show on WBAL-TV 
1 ous- rettes), L&N; Schick, Inc., B&B; Equitable Baltimore. Each dealer in the area gets full identification on the program. 
Life Insurance Co., FC&B; Revlon, Inc.. 
Warwick & Legler. 
In Production: Philip Morris, Inc., Burnett; 
— R. J. Reynolds Tobacco Co. (Winston ciga- 
rettes), Esty; Lever Bros. Co. (Liquid 
Lux), JWT; Paxton & Gallagher Co. (But- 
ter Nut Coffee), D’Arcy; Procter & Gam- 
ble Co. (Lilt), Grey; Prudential Insurance 
Co. of America; Reach, McClinton; Na- 
tional Dairy Products Corp. (Breakstone), 
(Buf- MLW&S. 
llets), 
re FRED NILES PRODUCTIONS 
beer), Completed: Spring Air Co. (mattresses), 
Gourfain-Loeff; Life Research Corp. (Wey- 
Rite), direct; Geo. Wiedemann Brewing 
Co. (beer), Tatham-Laird; Pilsener Brew- 
' ing Co. (P.0.C. beer), North; Manning 
pana), Mfg. Co. (Stilt-Eez toys), N. N. Perlstein: 
). Me- O’Cedar Corp. (mops), Turner; Revere 
Fels), Camera Co. (cameras), Keyes, Madden & OLLAR 
x Into Jones; Py-O-My Products (Brownie mix), THERE'S MORE DODGE PER D 
. (Na- W. B. Doner. ’ ’ , 
n, Inc. In Production: Masonite Corp., Buchen; Baltimore Dodge dealers display poster featuring characters from new 
offee), Brown & Williamson (Raleigh cigarettes), . 2. " % © i : ey 
even, Madies & Sinsur teuiiiie Mes campaign. L. t fr. Jack Gerber, Jack Brahms of Brahms Gerber Adver 
oline), Cleaners (rug & carpet cleaning), Platt & tising; Mark Chenowith, Jarman Motors; Gordon Williamson, Marvin 
Tauber. Cab Card Co.; Milton Weiner, Car City; Tom Malloy, Dodge city manager. 
TRANSFILM, INC. Upcoming is a spot campaign of ID’s in saturation frequencies. The 
(auto- eal: Whitehall Labs (Anacin), 10-second “semi-animated” films feature a cartoon character who will 
- Huff- ates; Food Manufacturers, Inc. (Uncle : 7 b nae 
IV air- Ben’s rice, M&M's), Bates: U. S. Steel advise viewers, “Go Get a Dodge! 
Regal Corp., BBDO; Lever Bros. Co. (Jim Dandy “Our campaign is designed,” said Mr. Brahms, “to make more people 
ameans liquid cleaner), K&E; American Chicle Co. P J 
wee (Rolaids), Bates; G. R. Kinney Shoe Co. see Dodge, hear Dodge, talk Dodge and think Dodge, so that when they’re 
direct. ay Frank B. Sawdon; Continental ready to buy, theyll buy Dodge. Secondly, we want the public to gain 
mentee aking Co. (Profile bread), Bates; Miles ‘ “ 
aa Labs. Inc. (Nervine, Tabcin, Alka-Seltzer), confidence in Dodge dealers. 
pacco), aie. . “Thirdly, and importantly, we want to sell more Dodges. A study of 
‘icide), n Production: Armstrong Cork Co. (all 2 ‘ 
Bread products), Ogilvy, Benson & Mather; Es- sales figures the first 10 days after the campaign began shows steady 
Thines; quire, Inc. (Coronet magazine), Grey; increases, but we intend to keep active throughout the year.” 
h gase- Radio Corp. of America (RCA Tv), K&E; : but — 
Foods American Motors Corp. (Rambler), GMM All members in the Dodge dealer group are heavily merchandising 
aes Oil &B:; Continental Baking Co. (Handi Pie), the tv schedule. 
> ae Bates; Faberge, Inc. (Juliette Marglen cos- 
" metics), divest; Comm ‘Proditcts Teli «= fawssenmsnisnestsssenemtinnniincrenaainbgndaanereievadinnntansiiennientnieianaminaiemeataa 
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Co. (Karo, Mazola oil), L&N; Scripto, Inc. 
(pen-pencils), JWT; General Foods Corp. 
(Instant Sanka coffee), JWT; Louis Marx 
& Co. (toys), Bates; U. S. Steel Corp. 
(steel), BBDO; Lanolin Plus, Inc. (Wash- 
p-Curl), EWR&R; Chock Full O° Nuts Co. 
(coffee), Grey; Alberto-Culver Co. (Silken 
Rinse, New Dawn), Wade; Miles Labs., 
Inc. (Bactine), Wade; Aluminum Co. of 
America (Alcoa), F&S&R; Chunky Choco- 
late Corp. (Chunky candy), Grey. 


UPA PICTURES, INC. 


Completed: British-Columbia 
Co., James Lovick. 

In Production: Carling Brewing Co., Inc. 
(Stag beer), Edward H. Weiss; Canada 
Nut Co. (Squirrel peanut butter), James 
Lovick; Carling Brewing Co., Inc (Black 
Label beer), Lang, Fisher & Stashower; 
Union Pacific Railroad Co., Caples; Mrs. 
Baird’s Bakeries, Inc. (bread), Tracy- 
Locke; Speedway Petroleum Corp. (gaso- 
line), W. B. Doner; Richfield Oil Corp. 
(Boron gasoline), Hixson & Jorgensen; 
Christie, Brown Co. (biscuits), McCann- 
Erickson; Standard Oil Co. of Indiana 
(Permalube), D’Arcy: Montag Bros., Inc. 
(Blue Horse school supplies), Harris & 
Weinstein; Aristo Dry Cleaners, M. Bel- 
mont Ver Standig; Embassy Dairy Co. 
(dairy), M. Belmont Ver Standig; Gunther 
Brewing Co. (beer), L&N; Hot Shoppes, 
Inc., M. Belmont Ver Standig. 


WILDING PICTURE 
PRODUCTIONS, INC. 


Telephone 


Completed: J. A. Folger & Co., C&W; 
Aluminum Co. of America (Alcoa), 
(Alcoa), F&S&R: Doyle Packing Co. 


(Strongheart dog food), D'Arcy; Upjohn 
Co., Sudler & Hennessey. 


WONDSEL, CARLISLE & 
DUNPHY 
Completed: 


Beech-Nut 


Life Savers, Inc. 


(Beechnut Peppermint gum), Y&R: Ameri- 
can Home Foods (Chef Boy-Ar-Dee spa- 
ghetti dinner), Y&R; Borden Co. (malted 
milk), Y&R; General Electric Co. (iron), 
Y&R; Florida Citrus Commission (orange 
juice), B&B; General Foods Corp. (Bird's 
Eye instant baby foods), B&B; National 
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Program Profile. . . . 


Film; NBC-TV ; 9-9:30 p.m. EST 
Sat. Opposite Lawrence Welk’s 
Dodge Dancing Party ABC-TV and 
Face of Danger CBS-TV. Premiere 
Jan. 10, 1959, Aired on 115 stations. 
Stars: Peter Breck and Russell John- 
son. 

Sponsors: Liggett & Myers To- 
bacco for Oasis filter cigarettes and 
Colgate - Palmolive Co., alternate 
weeks. 

Liggett & Myers cumulative gross 
time billing for the show through 
January 1959: $130,782; 1958 esti- 
mated spot expenditure: $1,865,830. 
McCann-Erickson, agency; Bob Ro- 
gers, tv-radio account executive. 
(Liggett & Myers also participates in 
Gunsmoke, on CBS-TV, and, on 
NBC-TV, Behind Closed Doors, Pete 
Kelly’s Blues, D.A.’s Man, Loretta 
Young Presents and Steve Canyon). 

Colgate - Palmolive joined show 
March 1959; 1958 estimated spot 
expenditure: $10,998,500. McCann- 
Bob 


executive 


Erickson, agency of record; 


Fenton tv-radio account 
for Colgate-Palmolive at McCann- 
(Colgate-Palmolive also 
participates in: on NBC-TV—The 
Californians, The Thin Man; on 
CBS-TV—Mighty Mouse Playhouse, 
Adventures of Robin Hood, The Big 


Erickson. 


BLACK SADDLE 





Peter Breck as a gunfighter-turned- 


lawyer in NBC-TV’s Black Saddle. 


Payoff, The Millionaire, The Perry 
Mason Show: on ABC-TV—Colt 
45). 

Production: Four Star Produc- 
tions, producer; Antony Ellis, pro- 
ducer; John English, director; Nor- 
man S. Powell, assistant director; 
John McGreevey, writer; Charles E. 
Burke, director of photography. 

Format: Western series about an 
ex-gunfighter-turned-lawyer and _ his 
attempts to bring justice to a fron- 
tier town. 

Rating: Nielsen April 1: Total 
audience rating: 24.2; average audi- 
ence: 22.2; share of audience: 33.3. 





Biscuit Co. (Dromedary cake mixes), 
Bates; Hudson Pulp & Paper Corp. (nap- 
kins & paper towels), NC&K: Morrison Co. 
(Lem), Rose-Martin; Carter Products, Inc. 
(Frenchette & Italianette salad dressinz), 
Cohen & Aleshire; Andrew Jergens Co. 
(lotion-dispenser), C&W; Barton Mfg. Co. 
(Dyanshine shoe polish), Gardner; Bulova 
Watch Co. (Sea King), McCann-Erickson; 
Armour & Co. (franks), Ayer: Helbros 
Watch Co. (Pat Boone watch), Korchnoy; 


| Mennen Co. (Dateline deodorant), Warwick 


& Legler. 

In Production: Thomas J. Lipton, Inc. (in- 
stant tea), Y&R; General Electric Co. (Ro- 
tisserie oven), Y&R; W. A. Sheaffer Pen 
Co. (Skripriter Ballpoint), BBDO; White- 
hall Laboratories, Div. American Home 
Products Corp. (Bisodol mints & powder), 
SSC&B; Carter Products, Inc. (Nair), 
Bates; Texaco Co. (Texaco), C&W. 


LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 









WEAVER’S LETTERS 


Charley Weaver's Letters from 
Mamma, by Cliff Arquette, 64 pp., 
$1.95, John C. Winston Co., Phila- 
delphia. 

Charley Weaver’s letters have be- 
come a high spot in the high-rated 
NBC-TV Jack Paar Show. Gathered 
here are some of the best of these re- 
ports on the doin’s in the old home 
town. Viewers familiar with the activ- 
ities of Mamma, Birdie Rodd, Grand- 
pa Ogg, Elsie Krack, Dr. Beemish and 
others will find in this book more 
about them. Anyone so unfortunate 
as to be unfamiliar with them will 
find here an opportunity to remedy 
that lack. As Jack Paar says, “Charley 
Weaver is a witch. He knows more 
about comedy than anyone alive, 
which he isn’t . . .” 
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Moppets (Continued from page 33) 


relatively early hour of 7:30-8:30. The 
kids, however, constitute only 15, 17 
and 18 per cent, again respectively, 
of the viewers of three other top-rated 
westerns (Gunsmoke, The Rifleman 
and Have Gun, Will Travel) which 
are slotted on their particular eve- 
nings in the half-hour segments be- 
tween 9 and 10:30. 

The small fry are in pretty complete 
command of the tv set between the 
morning hours of 8 and 10, as well as 
during the late afternoon and early 
evening. How dominant a part of the 
early-day viewing audience youngsters 
are is clearly revealed by the audience- 
composition index of the bi-monthly 
Television Advertisers’ Report pub- 
lished by Trendex, Inc. 

The Trendex audience-composition 
figures are reported in averages for 
men, women and children, as well as 
total viewers, per set for daytime and 
evening time periods, and for indi- 
vidual programs. In the February- 
March TVAR the average number of 
children per set who view between 8 
and 8:30 a.m. is 1.28 out of a total 
average of 1.78; the averages for men 
and women during this half-hour are 
0.15 and 1.35, respectively. For the 
following three 30-minute segments 
(up to 10 a.m.) the kiddies average 
1.03, 1.22 and 1.15 out of the respec- 
tive totals of 1.61, 1.81 and 1.84. 


Lowest Ebb 

At 10 a.m. the moppets drop to 
0.90 (total average: 1.82,) with the 
figure sliding to its lowest ebb—0.52 
—between 1 and 1:30 p.m., com- 
pared to 0.26 for men and 0.76 for 
women during that time period. For 
the 4:30-5 p.m. segment children 
average 0.87, and then jump con- 
siderably to 1.41 during the succeed- 
ing half-hour. 

From the standpoint of ratings, 
children’s shows as a givup needn’t 
take a back seat to other types of pro- 
gram with supposedly broader ap- 
peal and wider audiences. Trendex’s 
Television Advertisers’ Reports indi- 
cate how well kid programs stack up 
in comparison to the ratings for the 


12 other general program classifica- 
tions listed in the reports. 


According to the TVAR issued in 





March, the Trendex average rating 
(per cent of total tv homes viewing 
a program when called) for the kid- 
show category was 17.6—topping va- 
riety-comedy-music programs (16.8), 
adventure series (16.3), mystery- 
crime-police dramas (17.1), sports 
spectacles (12.5) 
and special features (6.8), and com- 
paring very favorably with westerns 
(20.8), quiz and panel shows (20.7), 
hour dramas (20.3), half-hour dramas 
(19.7) and situation comedies (19.2). 

The high identification 
achieved by children’s programs is 
also evident from the same TVAR 
“General Average Table.” A gratify- 
ing 48.8 per cent of Trendex’s younger 
respondents correctly identified the 
sponsors of programs in the chil- 


and news shows 


sponsor 


dren’s-show category during the Feb- 
ruary interviewing, as compared to 
28.2 per cent for mystery-crime-police 
dramas, 31.8 per cent for westerns, 
30.4 for interview stanzas, 40.7 for 
situation comedies, 48.2 for adventure 
series and 48.0 for half-hour dramas. 

Only four of the dozen Trendex 
program classifications snared higher 
sponsor-ID percentages than the 48.8 
rung up by the moppets for their own 
program group: variety-comedy-mu- 
sic shows, 67.7 per cent; sports .spec- 
tacles, 54.4; quiz and panel programs, 
54.1, and hour-or-longer dramatic 
shows, 53.6 per cent. 

Scores of manufacturers and dis- 
tributors of children’s items have long 
benefited from the youngsters’ dili- 
gence in remembering who brings 
them their favorite television fare, 
and now the ranks of the traditionary 
food, toy and clothing makers who 
buy into kids shows are being swelled 
by a surprising number of advertisers 
with products having no particular 
affinity with the junior graders. 

One outstanding example of such 
“offbeat” kid-program sponsorship is 
the Timmers Chevrolet agency in 
Atlanta. In business only one year, 
Tim Timmers decided to increase his 
regular tv schedule of six nighttime 
announcements per week over WLW-A 
Atlanta. Although recognizing the im- 
portance of selling the man in the 
family on a new or used car, Mr. Tim- 


, mers believed he could open up a new 


avenue of business by appealing to 





Independent Television Corp.’s Ding 
Dong School, most recent children’s 
show to be placed into syndication, has 
been sold in approximately 50 major 


markets as well as numerous smaller 
markets. The program, starring Dr. 
Frances Horwich (above), is available 
to stations either on tape or on film. 


youngsters and their mothers. 

To test his theory, the dealer bought 
into WLW-A’s The Skipper Ray Show, 
a typical kiddie studio session, 9:30 
to 10:30 a.m. across the board, com- 
plete with games, cartoons, candy, ice 
cream and birthday celebrations. The 
three-spots-a-week schedule featured 
“Uncle” Tim Timmers or “Uncle” 
Carl Barnett, sales manager for the 
auto agency, in an on-camera offer of 
a pair of free movie tickets to any 
child writing in for them, along with 
an informal pitch on the advantages 
of owning a Chevrolet. The dealer 
averaged 125 letters per spot. 

Additionally, “Uncle” Timmers or 
“Uncle” Barnett promised to give each 
youngster $10 to open a bank account 
if some member of the child’s family 
bought a car from Timmers Chevrolet. 
Result of the campaign: the sale of 
six cars following the first four 
announcements; after seven spots, the 
dealer traced 15 car sales directly to 
the program. 

Auto dealers have also used the 
highly successful live syndication kid- 
die stanza, Romper Room, which in- 
cludes among its numerous sponsors 
on 73 stations around the country 
such other “unchildish” advertisers as 
a group of General Electric appliance 
dealers, a storage, moving and pack- 
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ing firm in Roanoke, a restaurant- 
cafeteria in Nashville, a Joplin, Mo., 
music company, and a number of 
banks, savings associations and in- 
surance firms. 

Ranger Hal, another live syndica- 
tion program for the short-pants gen- 
try, numbers a detergent, Lestoil, 
among its sponsors in Jacksonville and 
a cooking oil, Pam Dry Fry, among 
those in Washington. Spots for One- 
a-Day vitamin tablets and Bactine, a 


Miles Laboratories product, are 





placed in a number of Popeye sessions 
on local stations, and even as unlikely 
a product as Sandran floor covering 
is using announcements on moppet 
shows. 

Also unusual was the alternate- 
week sponsorship until recently of 
ABC-TV’s Zorro (Thursdays, 8-8:30 
p.m.) by A. C. spark plugs. Although 
a network show in prime evening 
time, Zorro’s appeal, to judge from 
audience-composition figures, is pri- 
marily to the youngsters: the Trendex 
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““NO CONTEST” 


WJAC-TV is way out front 


in the Johnstown-Altoona area! 


Go by limousine, not by flivver! With WJAC-TV you travel 
“first class” with 71.9 station share of audience, sign-on to 
sign-off, all week long, as compared to only 28.1 for WFBG-TV 
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Television Advertisers’ Report for 
February-March notes the average 
number of children per set who viewed 
the program during the survey period 
as 1.68, compared to an average 0.66 
men and 0.62 women; additionally, 
in the TVAR _program-selectivity 
tabulation (which person in the fam- 
ily chooses a program) Zorro was 
selected by children in 58.4 per cent 
of the homes interviewed. 

Due to a clever direct approach in 
its commercials to Zorro’s young 
viewers, the A. C. division of General 
Motors found its sponsorship (along 
with Seven-Up) of the show worth- 
while enough to renew for a second 
cycle, despite the complete lack of 
automobile 


relationship between 


spark plugs and a moppet audience. 


Effect on Kids 


There has been a great deal of 
palaver, most of it senseless, about 
the deleterious effects of television on 
children. The alarmists have casti- 
gated the medium for, at best, making 
a child “passive” instead of “active,” 
a “watcher” rather than a “doer,” and, 
at worst, for inducing juvenile delin- 
quency. Video is supposed to be a 
monster who devours little kiddies 
whole after first harming their eye- 
sight, impairing their school work, 
ruining their reading, destroying their 
other leisure activities and impregnat- 
ing them with a completely wrong 
outlook on life. 

A good deal of comprehensive 
research on the subject has pretty con- 
clusively indicated that television does 
not significantly change a child one 
way or the other. Authoritative studies 
have shown how misleading—even 
baseless—are sweeping generaliza- 
tions about the effects of tv on the 
younger generation and how greatly 
these alleged effects can vary with 
the individual child’s age, sex, intelli- 
gence, personality, background and 
environment. 

One of the chief targets of criticism 
against tv programs presented during 
the “children’s hour” periods has been 
the slapstick animated cartoon with 
a high violence content and an atmos- 
phere of vulgarity. Perhaps there is 
some justification for these particular 
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critical darts, but a change in this 
type of kid programming is now 
evolving which should make such 
carping less and less valid. 


Cartoons constitute the greatest part 
of local-station programming for 
children, and for easily understand- 
able reasons: they are cheaper to pro- 
gram, they are just as fascinating as 
anything else to an uncritical au- 
dience, and their lasting power is end- 
less, since kids will watch the same 
films over and over and over again 
with equal delight, to say nothing of 
the brand new audience coming along 
each year to replace the one that has 
outgrown Popeye and Looney Tunes 
and gone on to more sophisticated 
things like westerns and Dick Clark. 


Virtually all the cartoon packages 
which have been in use on tv up to 
now came originally from old motion- 
picture libraries. The change that is 
currently taking place lies in the in- 
creasing production—and popularity 
—of new cartoons designed solely for 
children’s video shows. And the pro- 
ducers of these for-tv-only cartoons, 
aware of the hue and cry against so 
much violence in the old theatrical 
animated fare, are contributing fur- 
ther to the new look by playing down 
mayhem and destruction and by in- 
jecting a moral into the stories wher- 
ever possible, thus giving parents the 
opportunity to use the cartoons con- 
structively in correcting a child’s be- 
havior. 

Television’s first half-hour series 
consisting entirely of original cartoons 
is Screen Gems’ highly successful 
Huckleberry Hound, introduced last 
year and sold through Leo Burnett 
to the Kellogg Co. for distribution on 
a national-spot basis. Kellogg, which 
has the show on some 200 stations 
presently, also distributes the Walter 
Lantz-produced Woody Woodpecker 
via national spot, and is further in- 
vesting in a brand new animated pro- 
gram from Screen Gems for the com- 
ing fall, with the title Quick Draw 
McGraw. 

Continuing the trend toward replac- 
ing the old movie animated short 
subjects with fresh and original car- 
toons produced especially for the juve- 
nile tv trade is Jayark Films, which 


Supplements (from page 41) 


single group or combination. But since 
each group delivers a fixed line-up, 
there is little flexibility—you buy all 
or none, TvB points out, regardless of 
individual marketing needs. And 
although the coverage is national, it 
is national in various and usually lim- 
ited ways. 


Thus, according to the analysis, 40 
per cent of all U.S. counties have no 
American Weekly circulation, while 
only seven per cent of all counties get 
50-per-cent-or-better penetration by 
Family Weekly. Penetration of the 
other major weekly supplements is 
equally limited: 67 per cent of U.S. 
counties receive less than 20-per-cent 
coverage from This Week, the study 
finds, and less than 22 per cent of the 
counties have more than 20-per-cent 
coverage by Parade. 


The contrast to either network or 
spot television is startling, since an 
advertiser has a much greater poten- 
tial for his message and receives a 
delivered tv audience that equals the 
potential of the supplements. And, 
says TvB, the audience is delivered 
for the same kind of money. A brief 
comparison of penetration: in no 
county in the U.S. do less than 34 per 
cent of the homes have television; na- 
tionlly, 85 per cent of all homes own 
tv. 

There are, of course, numerous 
ways of buying spot and network tele- 
vision on a comparable total-dollar 





this winter placed its new Bozo the 
Clown show on the market and has 
already spotted it on close to 100 sta- 
tions. Bozo on tv is still the whole- 
some and unviolent character that 
achieved previous wide success on 
records (close to eight million sold on 
on the Capitol label) and in stores 
(about 13 million Bozo dolls so!d 
across the country). 

Among others fostering the new 
concept of cartoon programming for 
children are Trans Lux Television, 
which has just placed an all-new Felix 
the Cat in syndication, and Terry- 
toons, which is continuing with new 
episodes of Ruff and Ready for CBS- 
TV’s Captain Kangaroo. 


basis with supplements. Any one of 
these buys, says the study, will deliver 
as much actual audience as any one 
of the national Sunday supplements, 
and will do it more efficiently for the 
advertiser's specific message. 

The study sets up an example com- 
paring costs, number of markets, pene- 
tration and cost-per-thousand for net- 
work and spot tv and a supplement, 
the American Weekly. The cost of 
American Weekly for a four-color ad 
per week is $39,135 and would be dis- 
tributed in 34 markets. Cost of a 20- 
second spot schedule Monday through 
Friday at 6:30 p.m. in 50 markets 
would be $41,951. Cost of participat- 
ing sponsorship of five quarter-hour 
network shows per average week 
would be $41,600 in 140 markets. 

A circulation comparison: the sup- 
plement’s circulation would be 10,- 
105,800, the spot schedule would 
reach 11,947,000 unduplicated homes, 
and the network schedule would reach 
10,765,000 unduplicated homes. Per- 
centage of penetration of U.S. homes: 
the supplement, 19.8 per cent; the spot 
schedule, 24.1 per cent, and the net- 
work schedule, 21.0 per cent. Ad- 
noters of the four-color ad in the sup- 
plement amount to 7,631,000; total 
viewers unduplicated in the spot sched- 
ule amount to 30,465,000, and total 
viewers unduplicated in the network 
schedule amount to 17,224,000. 

A cost-per-thousand comparison: 
ad-noters in the supplement, $5.13; 
viewers for the spot schedule, $1.38; 
viewers for the network schedule, 
$2.42. The supplement’s women noters 
amount to 5,372,000; the spot sched- 
ule’s unduplicated women viewers 
amount to 9,596,000, and the network 
schedule’s unduplicated women view- 
ers amount to 10,281,500. A cost-per- 
thousand comparison of women noters 
and viewers: supplement, $7.29; spot 
schedule, $4.37, and network sched- 
ule, $4.04. 

The figures show that for almost the 
same money a spot schedule delivers 
299 per cent more actual audience at 
a cost-per-thousand of 73 per cent less. 
And a network schedule for approxi- 
mately the same money delivers 126 
per cent more actual audience and the 
cost-per-thousand is 53 per cent less. 

The study points out that the above 
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costs-per-thousand are on an undupli- 
cated basis. However, since there is a 
commercial frequency factor in televi- 
sion within the week, the cost-per- 
thousand per commercial viewer im- 
pression in the spot example would be 
$.65 and $.95 in network. Commercial 
women impressions would be $2.06 
for spot and $1.58 for network. 

Results of the analysis clearly show 
that by any yardstick tv has an advan- 
tage over national weekly Sunday sup- 
plements. “But above all these valid 
measures,” the study concludes, “tele- 
vision adds the exclusive impact of 
motion and emotion that starts the 
cycle to final sales moving faster.” 

How Strong the Weekly Supple- 
ment has been distributed to station- 
rep members and networks and is cur- 
rently being shown at TvB’s sales 
clinics. It will also be used when neces- 
sary on an agency and advertiser level 
to counteract print propaganda. It is, 
in the words of vice president and gen- 
eral manager Huntington, “a selling 
tool to be used strategically.” 

The study was done by Keith 





PRODUCTS FOR YOUR 
TV AND ART DEPT. 


Story Board Pod 


“STORYBOARD” PAD 


The pad that has big 5 x 7 
video panels that enable 





Top 20 Sunday-Supplement Advertisers 
in Dollar Expenditures—1958 








Television 
Sunday ny 
Supplements Network Spot 
1. General Foods Corp. $6,937,306 $20,733,118 $11,020,780 
*2. Hunt Foods Industries, Inc. 5,029,655 — 410,600 
3. Colgate-Palmolive Co. 4,946,657 22,857,497 10,998,490 
4. General Motors Corp. 3,638,777 20,593,366 1,522,070 
5. Campbell Soup Co. 3,148,320 4,233,743 272,520 
6. P. Lorillard Co. 2,466,480 9,791,226 6,717,450 
7. Pillsbury Mills, Inc. 2,404,620 5,205,578 525,160 
8. American Tobacco Co. 2,231,610 11,252,180 3,018,159 
9. General Mills, Inc. 2,198,210 10,790,118 2,986,970 
10. Coca-Cola Co./Bottlers 2,159,310 — 3,699,270 
11. Pepsi-Cola Co./Bottlers 1,941,065 — 3,163,040 
*12. Doubleday Co., Inc. 1,835,698 --- 1,650 
*13. Rexall Drug Co. 1,765,718 234,455 80,500 
14. Corn Products Co. 1,581,290 4,927,240 3,191,790 
15. National Dairy Products 
Corp. 1,541,835 6.709.514 962,920 


16. Lever Bros. Co. 
17. National Biscuit Co. 
18. Prudential Insurance Co. 


1,470,020 
1,443,720 


21,958,373 
3,596,818 


16,578,860 
4,022,960 
of Amer. 1,356,930 3.826.756 22.200 
19. Warner-Lambert 
Pharmaceutical Co. 


20. Carnation Co. 


1,286,647 2,892,606 8,832,990 
1,258,110 2,661,252 615,090 
* One of the only three of the above advertisers who spent more money 





in Sunday supplements than in television. 





Culverhouse, director of sales promo- 
tion and presentations, and will be 
followed this year by three similar 
ones: on magazines, newspapers and 


out that newspapers have done studies 
of television and at the time of the 


surveys could have gained informa- 


tion about themselves. “Often,” com- 


JU 


you to make man-sized TV 
visuals. Perforated video 
and audio segments on gray 
background. 


No. 72C—Pad Size 14x 17” 2.50 
(50 Sheets—4 Segments on Sheet) 


television. Each study of a print me- ments Mr. Huntington, “such infor- 





dium will make direct comparisons to mation would have been more of a 


tv so that the material is in some kind contribution than what they found out 


about television.’ 


of perspective. Mr. Huntington points 






Tomkins TELEPAD 


Most popular TV visual pad 
with 24%2:x4" video and 
audio panels on gray back- 
ground. Each panel perfo- 
rated 


No. 72A—19 x 24” 

(50 Sheets—12 panels on Sheet) 
No. 72B—Pocket Size 8 x 18” 

(75 Sheets—4 panels on Sheet) 


FREE SAMPLES 
FOR THE ASKING! 





Aoc 
Adv 
Write on your letter- 
head for 200-page cata- 
log of art supplies. **An 
Encyclopedia of Artists 
Materials'’ 


Ale 
Ales 
Alfr 
Robert Gordon (l.), operations manager of KTUL-TV Tulsa since July 1958, has R. 
become local-regional sales manager. Bob Doubleday (c.), who filled the KTUL- po 


TV sales post, has been made general manager of KATV, Griffin property in Little mn 


Rock. Jim Black, KTUL-TV national sales manager, has been named to the newly be 

= e 
created post of national sales manager of all Griffin tv outlets. The 
Bla 
Bot 
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Television Age Network Program Chart—Nighttime 


















































Nighttime Index 
Accused ABC W 9:30 


Ann Sothern CBS M 9:30 
Armstrong Circle Theatre CBS W 10 
Arthur Murray Party NBC M 10 
Bachelor Father NBC Th 9 

Bat Masterson NBC W 9:30 

Behind the News CBS Sun 6 

The Big Picture ABC Sat 10 
Black Saddle NBC Sat 9 
Bob Cummings Show NBC Tu 9:30 
Bold Journey ABC M 8:30 
Buckskin NBC M 7:30 
The Califernians NBC Tu 9 





Alcoa Presents ABC Tu 10 
Alcoa& Goodyear Theatre NBC M 9:30 
Alfred Hitchcock Presents CBS Sun 








Johnson 





& Johnson, 


Armour 
Colt .45 ABC Sun 9 
Ritchie, Colgate-Palmolive, Beech- 


nut Life 


Savers 


Cimarron City NBC Sat 9:30 
Mennen Co., P&G, Burgermeister 


Brewing, 


Gulf Oil, 


Consolidated 
Bell & Howell 


Ritchie, 


Cigars, 


The D.A.’s Man NBC Sat 10:30 
Danny Thomas Show CBS M 9 
David Niven Show NBC Tu 10 
Deadline For Action ABC Sun 9:30 
December Bride CBS Th 8 


Desilu Playhouse 


cBS M 10 


Dick Clark Show ABC Sat 7:30 


Donna Reed 


ABC W 9 











Face of Danger CBS Sat 9 

Father Knows Best CBS M 8:30 

Garry Moore Show CBS Tu 10 
Revion, Kellogg, PPG 

G. E. Theatre CBS Sun 9 

Gunsmoke CBS Sat 10 

Have Gun, Will Travel CBS Sat 9:30 


Invisible Man 


CBS Th 7:30 


I've Got A Secret CBS W 9:30 
Jack Benny CBS Sun 7:30 
Jackpot Bowling NBC F 10:45 
Jimmy Rodgers Show NBC Tu 8:30 
John Daly & News ABC M-F 6:45 


Jubilee U.S.A. 


ABC Sat 8 


Hillg Bros., Williamson-Dickie, 


Massey- 
Keep Talking 


Ferguson 
CBS Ws 








Party ABC Sat 9 


Leave It To Beaver ABC Th 7:30 
Loretta Young Presents NBC Sun 10 
Lux Playhouse CBS alt F 9:30 


M Squad NBC F 9 
Markham CBS fat 10:30 


Masquerade Party NBC Th 10:30 


Maverick ABC Sun 7:30 
Meet McGraw ABC Sun 10:30 
Meet the Press NEC Sun 6 


Mid-Western Hayride NBC Sun 7 


The Millionaire CBS W 9 


Music For a Summer Night ABC W 
7:30 


Naked City ABC Tu 9:30 
Name That Tune CBS M 7:30 




















MONDAY TUESDAY WEDNESDAY THURSDAY 
ABC CBs NBC ABC ces NBC ABC ces NBC ABC ces 
News News News a News 
John Daly | Amer. Home | NBC News | John Daly | paniament | NBC News | John Daly Carter NBC News | John Daly | Amer. Home 
News News News News 
DuPont = | 4 
News News News News 
sine i © Invisible Man 
° 
Name That Buckskin Dragnet Music for a Twilight Beaver = 
Tune Stars In Summer Night 
Whitehall P&G Action P&G Theatre Miles 
alt Mennen sust Ralston 
Polka Go Westclox Cheyenne ae 
Round is Wagen—Tratr a — — 
Sugarfoot 
= a Restless Gun Playhouse of | Steve Canyon Zerre December 
svi P&G alt Mystery Liggett & Keep Talking 7-Up Bride 
a Sterling Drug sust Myers Drug Research A.C. Spark Gen, Foods 
alt Corp. Plug | 
Tales of cag! Ozzie & The Price | 
Father Knows To Tell the | Rodgers Show Trackdown je Freee Us Y 
Bold Journey Best Wells Fargo | Wyatt Earp Truth (color) Harriet Socony- Mobil Right Real McCoys as 
Balston Lever + ge Fao Carter Liggett & Pastman American (color) P&G — mane 
Scott Tobacco alt Gen. Mills Marib Myers Kodak Tobacco Lever ‘oie | 
Buick RCA alt Quaker Spiedel | | 
2 EEE 4 
| Zane Grey 
Pantomime Danny Peck’s Bad The Kraft Music i 
Quiz Thomas Show | Peter Gunn Rifleman Girl Donna Reed | Millionaire Hall oe ls yg - 
Gen, Foods | Bristol-Myers Phanne- - Campbell Colgate- (olor) S.C. Johnson | 
ceuticals —* P&G Palmolive Kraft | Gen. Foods 
aia , 
Ann Sothern jg a Naked City ay Cummings I've Got A ipat Masterson | Rough Riders 
Gen. Foods Ales Brown & Pet Milk s Accused Secret Kraft-Sealtest Lorillard | 
Goodyear Williamson s Cc Pe R. J. Reynolds IR. J, Reynolds | 
Whitehall = 
iu } . 
op Pro Golf Arthur | 
shakes Murray Party om oe Se This Is Your dai panties te | 
& Rubber 2a Singer Sewing | Armstrong = — 
alt Pharma- Machi Ww Circle Theatre 
Desilu ceuticals pits ieee alt sust Night Fights Armstrong | : 
ae Show Brown & u. Ss Steel 
Westinghouse will ae 
U. 8. Steel 
| 
75 | - — = ee - i 
| 
| 
Cavaicade of Sports NBC F 10 Dragnet NBC Tu 7:30 Kraft Music Halli NBC W 9 
Chet Huntley Reporting NBC Sun The Ed Sullivan Show CBS Sun 8 Lassie CBS Sun 7 
6:30 Lawman ABC Sun 8:30 
Adventures of Rin Tin Tin ABC F The Chevy Show NBC Sun 9 Ellery Queen NBC F 8 iaaan Sai Gee Gente 
Cheyenne ABC alt Tu 7:30 


Notes: Participating programs and other programs having more than two spon- 
sors, names of sponsors appear with alphabetical listing below chart, 























































































































THURSDAY FRIDAY SATURDAY SUNDAY cad 
ABC cBs NBC ABC ces NBC ABC cBs NBC ABC ces nec | «. 
Behind The Meet the 
News Press 6:15 
sust 
6:30 
Twentieth Chet Huntley 
News Century Reporting 6:45 
News Prudential sus 
John Daly | Amer. Home NBC News ow Equitable & NBC News 
News . Citrus 
Ma 7:00 
You Asked Lassie Mid-Western 
For It Campbell Hayride 7:8 
Skippy Soup Sterling Drug 
News News 
fin eectiiees ni ~ 7:30 
Invisible Man Northwest People Are Bachelor 
Leave it to sust Adventures of Passage Dick Clark Funny Father alt | suspicion 
Beaver Rin Tin Tin colo Show R. J, Reynolds Jack, Benny | 7:45 
Miles Texas Rodeo Nabisco = Beechnut "zoni American | 
Ralston at Maverick Tobacco | 
Rawhid The Perry Kaiser | 
fh Mason Stow Drackett | 8:00 
Zorro December | 
7-Up Bride Who Pays? 8:15 
A.C. Spark Gen Foods The Ed | 
Plug Sullivan Show | 
Walt Disney : Ettery Queen Jubilee — Lincoln- _| 8:30 
oa RS Presents — ee ee a a 
J amted— , Fastman- e' y's 
Is Yaney aed Dead or Alive Lawman Sedak Blues 
4 Real McCoys | Derringer | To Young to a, Bristol-Myers R. J. Reynolds | Tdggett & 8:45 
P&G S. C. Johnson | Go Steady - Brown & Gen. Mills 
ee. ceuticals w | 
# mson | } 
—$+———-—_ —>—_-++ — —_—_;+—_+——_ so 
Zane Grey Bachelor Tombstone | Phil Silvers M Squad Face of G, E. Theatre | 
usic Pat Boone Theatre Father Territory Show pts ond Danger — Colt .45 |” General | 9:15 
, Chevrolet S. C. Johnson | Amer. ee Lipton IR. J. Reynolds Tobacco Lever : | enn 3 
Gen. Foods Pe Philip Morris Schick Lewrenes | The Chevy 
—_+—__— - 4 : t —_ — ion 
—$—$—}- - Dancing Party (color 2 
Lux Playhouse Le eee we ge Have Gun. | Alfred Chevrolet 
n | Rough Riders 21 Beacon St. an oe Will Travel | Hiteheock | 9:45 
test Lorillard Stripe Palnative Lever | Presents B 
Playhouse Whitehall | Bristol-Myers 
77 Sunset Cimarron Deadline for | | 
“2 D Lerer Gabino Action } 10:00 
You Bet Your Richard |Loretta Young 
- Life The Lineup The Big Liggett & | 
Playh 90 Myers i Diamond Presents 2 
TBA jayhouse Lever P&G ——_ of Picture 1 . Spot Carrier | > Slee | oon is 
Gillette Rand 
~ a 230 
Masquerade Person To F What's | 
y Person —— ba * [Meet McGraw My Line 48 
(color) lard chlitz Alberto-Culver Sunbeam 5 
P. Lorillard laa cit Foose ved Lam Kelloge 
Bayuk Cigars 
= a oe {Pars unday News 1:00 
Special 
Whitehall 
Carter UIs 
Hall NBC W 9 NBC News NBC M-F 6:45 Person To Person CBS F 10:30 Rough Riders ABC Th 9:30 Twentieth Century CBS 
Sun 7 Bulova, Metholatum, Texaco Pete Kelly's Blues NBC Sun 8:30 77 Sunset Strip ABC F 9:30 21 Beacon St. NBC Th 
Sun 8:30 Sterling Drug, Greyhound, No- Peter Gunn NBC M 9 American Chicle, Carter Prods., Twilight Theatre CBS V 


Welk’s Dodge Dancing 
Sat 9 


‘o Beaver ABC Th 7:30 
‘oung Presents NBC Sun 10 
se CBS alt F 9:30 

NBC F 9 
CBS fat 10:30 
ide Party NBC Th 10:30 
ABC Sun 7:30 
raw ABC Sun 10:30 
Press NBC Sun 6 
ern Hayride NBC Sun 7 
ire CBS W 9 
a Summer Night ABC W 


ABC Tu 9:30 
Tune CBS M 7:30 


telco 

News CBS M-F 6:45; 7:15 
Whitehall, Parliament, 
Gen, Foods, Carter, 
Florida Citrus 

Northwest Passage NBC F 7:30 

Original Amateur Hour CBS F 8:30 

Ozzie & Harriet ABC W 8:30 

Pantomime Quiz ABC M 9 

Pat Boone ABC Th 9 

Peck's Bad Girl CBS Tu 9 

People Are Funny NBC Sat 7:30 

Perry Como Show NBC Sat 8 
American Dairy, Noxzema, RCA, 
Kimberly-Clark, Sunbeam, Chem- 
strand, Whirlpool 

The Perry Mason Show CBS Sat 7:30 
Parliament, Sterling Drug, Fia. 
Citrus, Gulf Oil (east), Hamm's 
Beer (west), Colgate, Van Heusen 


DuPont, 
Equitable, 


Phil Silvers Show CBS F 9 
Playhouse 90 CBS Th 9:30 
Kimberly-Clark, American Gas 
Assn., General Aniline, All State 
Insurance, R. J. Reynolds, Renault 
Playhouse of Mystery CBS Tu 8 
Polka Go Round ABC M 7:30 
The Price Is Right NBC W 8:30 
Rawhide CBS F 7:30 
Allied Vans, Lever, Pharmaceu- 


ticals 
Real McCoys ABC Th 8:30 
Red Skelton Show CBS Tu 9:30 
Restless Gun NBC M 8 
Richard Diamond CBS Sun 10 


Rifleman ABC Tu 9 
Miles, Ralston, P&G 


Whitehall, Ritchie 
Stars in Action CBS Tu 7:30 
Steve Canyon NBC Tu 8 


Stripe Playhouse CBS alt F 9:30 


Sugarfoot ABC alt Tu 7:30 


American Chicle, R. J. Reynolds 
Sunday News Special CBS Sun 11 


Suspicion NBC Sun 7:30 


Tales of Wells Fargo NBC M 8:30 


The Texan CBS M 8 

Texas Rodeo NBC Th 7:30 

The Thin Man NBC F 9:30 
This Is Your Life NBO W 10 
To Tell the Truth CBS Tu 8:30 
Tombstone Territory ABC F 9 


Too Young to Go Steady NBC Th 8:30 


Top Pro Golf ABC M 9:30 
Trackdown CBS W 8:30 


U, S. Steel Hour CBS V 

Wagon Train NBC W 7: 
Ford, National Bi: 
Reynolds 


Walt Disney Presents AF 
Quaker, Reynolds, 
Hudson Pulp & P: 

Wanted—Dead or Alive ( 

Wednesday Night Fight 

What's My Line CBS 

Who Pays? NBC Th 8 

Wyatt Earp ABC Tu 8:3 

Yancy Derringer CBS T 

You Asked For It ABC 

You Bet Your Life NBC 

Zane Grey Theatre CB 

Zorro ABC Th 8 





juntiey 
rting 
Ss 








| Century CBS Sun 6:30 
1 St. NBC Th 9:30 
Theatre CBS W 7:30 
el Hour CBS W 10 
rain NBC W 7:30 

National Biscuit, R. J 
olds 
ney Presents ABC F 8 
er, Reynolds, Hills Bros., 
on Pulp & Paper 
‘Dead or Alive CBS Sat 8:30 
iy Night Fights ABC W 10 
fy Line CBS Sun 10:30 
s? NBC Th 8 
rp ABC Tu 8:30 
ringer CBS Th 8:30 
d For it ABC Sun 7 
Your Life NBC Th 1¢ 
y Theatre CBS Th 9 
Cc Th & 





The second most prized possession of Don Budge 


Pardon us if we make you feel old. But it’s now over 20 years 
since Don Budge made the Grand Slam of tennis—the British, 
Australian, French, and American men’s singles champion- 
ships (with a couple of doubles titles for good measure). 
That unprecedented feat won the A.A.U. Sullivan Memo- 
rial Trophy, his most prized possession. You see it above, 
with his second most prized possession, his Color TV set. 
Today Don Budge is still in sports— President, Budge 
Tennis Corp. And he still loves action and excitement. That 


Service is no problem. See your local dealer, serviceman, or nearest RCA Service Co. offic 


is why Don Budge prizes Color TV so highly. | 
exciting difference, the stunning color picture, the 
enjoyment, the pride in owning the finest televisi 
Good reasons why Color TV appeals to more 
people like Don Budge. People who lead the colo 

Today, Color TV is right and ready for you 
RCA Victor dealer for a demonstration. See the 
difference Color TV makes. Prices as low as $495 


5TH ANNIVERSARY OF COLOR TV: A LIFETIME OF PROGRESS IN 5 


e. Notly advertised RCA JI CTO 
list price shown, optional with dealer. UHF optional, extra. Price, specifications subject to change without not.ce, ae 4 
Times) RADIO CORPORATION OF AMER 








Television Age Network Program Chart—Daytime 


Daytime Index 


Adventure Time ABC Tu, Th 5:30 
Goodrich, Perkins, Miles 
Adventures of Robin Hood CBS Sat 
11:30 
American Bandstand ABC M-F 4 
Minnesota Mining, Armour, North- 
am Warren Corp., Old London 
Goods, Amer. Home Foods, Gen. 
Mills, Welch, I:eechnut, Pepso- 
dent, Block Drug, Carters, Fifth 
Ave. Candy, Rolly Suntan, Clear- 
sil, Mennen, Hollywood Candy, 
Toni, Gaylord, Drug Research 
As The World Turns CBS M-F 1:30 
Procter & Gamble, Carnation, 
Sterling, Miles, Pillsbury, Swift 
Baseball Games of the Week CBS Sat 
& Sun 1:30 


MONDAY-FRIDAY 
ABC CBS 


SATURDAY 
ABC 


SUNDAY 
ABC 














On The Go 


Dough-Re-Mi 
sust | 


Treasure 
Hunt 


Top Dollar 
Colgate 
Gen. Foods 


Concentration 


Tie Tac 


Love of Life Dough 


eorge 
Hamilton 
Iv 


Dart 


Search For | 
Tomorrow | It Could Be 
Pantomime P&G You 


Quiz The Guiding 
Light 


Armour 
_Gen. Foods P&G 


Musle Bingo 
Dart 


State Farm Mutual Ins., Falstaff, 
Colgate, Gen. Mills 
Beat the Clock ABC M-F 3 
Gen. Food, Lever, Beechnut, 
Drockett, Toni, Johnson & John- 
son, Armour, Amer. Home Foods 
Belmont Stakes CBS Sat o.t.o. 4:30 
The Big Payoff CBS M, W, F 3 
Bishos Pike ABC Sun 12 
The Brighter Day CBS M-F 4 
Camera Three CBS Sun 11:30 
Captain Kangareo CBS Sat 9:30 
College News ABC Sun 1 
Concentration NBC M-F 11:30 
Alberto-Culver, Lever, Armour, 
Frigidaire, Heinz, Miles, Nabisco, 
Nestle, Whitehall, Bauer & 
Black, Ponds, Brown & Wmson 
County Fair NBC M-F 4:30 
Sterling, Lever, Kieinert, Gen. 








Captain 
Kangaroo 
Dart 


Howdy Doody 
Continental 
Baking 


Mighty Mouse Ruff & Reddy 
Playhouse 
Gen. Foods 


Heckle & Fury 
Jeckle Borden 
Gen. Mills Gen. Foods 


Adventures of Circus Boy 
Robin Hood Mars alt 
Colgate- sust 

Palmolive 


True Story 
Sterling 
alt sust 


Detective’s 
Diary 
Sterlinz 

alt sust 


Mr. Wizard 


Mills, Frigidaire, Heinz, Lipton 

Day in Court ABC M-F 2 
Johnson & Johnson, Amer, Home 
Foods, Gen. Foods, Drackett, 
Beechnut, Lever 

Detective’s Diary NBC Sat 12:30 

Dough-Re-Mi NBC M-F 10 
Armour, Nabisco, Brown & Wmson 

The Edge of Night CBS M-F 4:30 
P&G, Sterling Drug, Miles, At- 
lantis, Pet Milk, Pillsbury, White- 
hall 


Eye on New York CBS Sun 11 

Face the Nation CBS Sun 5 

From These Roots NBC M-F 3:30 

Fury NBC Sat 11 

Gale Storm ABC M-F 2:30 
Armour, Gen. Goods, Beechnut, 
Amer Home Foods, Drackett, 
Johnson & Johnson, Lever 





Lamp Unto 
My Feet 
sust 


Eye On N.Y. 
sust 


Camera Three 
sust 


Bishop Pike 


The Last 
Last 6/14 Word 


Johns Hopkins 
File 7 


College News 


G.E. College Bowl CBS Sun 5:30 

George Hamilton 1V ABC M-F 12 

The Guiding Light CBS M-F 12:45 

Haggis Baggis NBC M-F 2:30 

Heckle & Jeckle CBS Sat 11 

House Party CBS M-F 2:30 
Lever, Standard Brands, Chicken 
of the Sea, Swift, Kellogg, Toni, 
Atlantis, Carnation, Pillsbury, 
A. E, Staley, Swift Derby 

Howdy Doody NBC Sat 10 

| Love Lucy CBS M-F 11 
Lever, Gen, Foods, Gerber, Block 
Drug, Scott, Dow Chemical, Ko- 
dak, Toni 

it Could Be You NBC M-F 12:30 
Whitehall, Ponds, P&G, Alberto- 
Culver, Armour, Nestle, White- 
hall, Corn Products, Brillo, Na- 
bisco, Miles, Standard Brands 





‘ken 
oni, 
ury, 


lock 
Ko- 


rto- 
jite- 
Na- 


MONDAY-FRIDAY 
ABC cBS 


SATURDAY 
ABC cBS 


SUNDAY 


NBC ABC cBS 





| 


| As The 
World Turns 


Day in Court Jimmy Dean | 
part Show | 


Gale Storm 
Dart 


Beat The The Big 
Clock Payoff 
part Colgate- 
Palmolive 


Wh 
a The Verdict 
part ts Yours 


The Brighter 
American Day 
Bandstand P&G 
part (to 5:30) The Seoret 
Storm 


The Edge of 
Night 


Adventure 
Time T, Th 
Mickey Mouse 

M, W. F 

Dart 





Jimmy Dean Show CBS M-F 2 
Lever, Miles, Gerber, Armstrong, 
Gen. Mills 
Johns Hopkins File 7 ABC Sun 12:30 
Lamp Unto My Feet CBS Sun 10 
The Last Word CBS Sun 12 
Leo Durocher’s Warmup NBC Sat & 
Sun 1:45 
The Lone Ranger ABC Sun 5:30 
Cracker Jacks, Gen. Mills, Fritos 
The Lone Ranger CBS Sat 5:30 
Look Up and Live CBS Sun 10:30 
Love of Life CBS M-F 12 
American Home Prods, Block 
Drug, Toni, Dow Chemical, Lever, 
Scott, Atlantis, Gen. Mills 
Major League Baseball NBC Sat & 
Sun 1:55 


| 


Queen for a 
Do 


Dr. Malone 


From These 
Roots 


Games | 
of the Week 


| Baseball | 


Belmont 


County Fair Stakes 


Gillette 
0.t.o. 6/13 


The Lone 
Ranger 
Gen, Mills 





Bayuk, Anheuser-Busch, Nat. 
Brewing 

Mickey Mouse ABC M, W, F 5:30 
Gen. Mills, Goodrich, Bristol 
Myers, Perkins, Mattel, Miles 

Mighty Mouse Playhouse CLS Sat 

10:30 

Mr, Wizard NBC Sat 1 

Music Bingo ABC M-F 1 

On the Go CBS M-F 10 

Open Hearing ABC Sun 3 

Paul Winchell Show ABC Sun 5 

The Price is Right NBC M-F 11 
Ponds, Lever, Sterling Drug, 
Whitehall, Sunshine, Standard 
Brands, Frigidaire, Heinz, Al- 
berto-Culver, Miles, Corn Prods, 
Gen. Mills, Armour 


—— 


jor League 
aseball 
(start time 


Baseball 


Durocher’s Games 
Warmup of the Week 


Open Hearing 


Paul Winchell Face The 

Show Nation 
Hartz Mtn, sust 
Prods. 


Lone Ranger  G.E. College 
Bowl 





Gen, Electric 





Queen for a Day NBC M-F 2 
Alberto-Culver, Kleinert, Miles, 
Nabisco 

Ruff & Reddy NBC Sat 10:30 
Borden, alt wks Mars, Gen. Foods 

Sam Levenson Show CBS M-F 10:30 
Standard Brands, Hoover, U. 8. 
Steel 

Search For Tomorrow CBS M-F 12:30 

The Secret Storm CBS M-F 4:15 
American Home Prods, Gen. Mills, 
Scott 

Tic Tac Dough NBC M-F 12 
Ponds, P&G, Standard Brands, 
Heinz, Alberto- Culver, Gen. 
Mills, Sunshine, Brown & Wmson 

Top Dollar CBS M-F 11:30 

Treasure Hunt NBC M-F 10:30 
P&G, Lever, Alberto-Culver, Frig- 


idaire, Armour, Brillo, Corn Prod- 
ucts, Heinz, Gen. Mills, Sterling, 
Whitehall 

True Story NBC Sat 12 

Truth or Consequences NBC M-F 4 
Sterling, P&G, Standard Brands, 
Corn Prods, Alberto-Culver, 
Whitehall 

Uncle Al Show ABC Sat 12 

The Verdict is Yours CBS M-F 3:30 
Standard Brands, American Home 
Prods. Lever, Carnation, Swift, 
Gen. Mills, Toni, 8. C, Johnson, 
Sterling Drug, Scott, Atlantis 

Who Do You Trust ABC M-F 3:30 
Drackett, Armour, Johnson & 
Johnson, Amer, Home Foods, 
Toni, Lever, Amana, Gen, Foods, 
Beechnut 

Young Dr, Malone NBC M-F 3 








FOR INCOME JBUY 





Louisiana’s second market in 
size is first in buying power. 
The $6,455 EBI per household 
in Baton Rouge is several 
lengths ahead of New Orleans 
and Shreveport. To sell , 
Louisiana, buy advertising 
in at least two markets— 


the right two. Buy 2 


in Baton Rouge. 


t 


in LOUISIANA 


BUYING INCOME 
(Metropolitan Area) 


PATA as 


| 
“fo 
\*% 


| LS Gammel fe ae 


CP MIONE Ole SE ROLUIST NNT. 
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TELEVISION AGE 


hile taped commercials have 
been seeing more and more use 
of late in network programming and 
by local advertisers, possibly their 
first use for a spot advertiser began 
last month when Robert Reis & Co. 
made its initial venture into video. 
The firm, which makes t-shirts and 
men’s shorts, set a four-week cam- 
paign of daytime minutes on WRCA-TV 
New York, with all 


video taped. Beginning about issue 


commercials 


date, copies of the tapes will also be 
running on WNEW-TV New York as 
part of a pre-Father’s Day drive. 

Then in August it’s planned to use 
similar taped commercials in San 
Francisco. If the results live up to 
expectations, other markets could add 
Reis business. 

Commercials on the garments fea- 
ture a competitive test in which the 
Reis Perma-Sized shrinkage control 
process is shown superior to other 
non-processed knit goods, 

Probably the most interesting facet 
of the taped commercials is that, ac- 
cording to account executive Lee Gar- 
field, “they took about an hour to 
make.” 

* * cod 

The recognized ability of spot to 
allow an advertiser to test-market 
a new product safely and with com- 
plete flexibility was recently noted 
Richard K. Van 


Nostrand, an assistant vice president 


in a speech by 


and product group supervisor for 
Bristol-Myers. 


Unfortunately for the new products 


a review of 


current activity 


in national 
spot tv 


division of B-M, the test campaign 
on Analoze was an utter failure. The 
difficulty, however, was not with the 
tv medium, nor actually with the 
product. 

As Mr. Van told an 


American Marketing Association 


Nostrand 


group, Analoze was created as an 
edible aspirin—one that could be 
taken without water. The product was 
refined and improved, then taken 
through numerous consumer panels 
to insure its having most-wanted bene- 
fits, proper package design, etc. 

Along with other ads, tv com- 
mercials were prepared that told the 
Analoze story—works twice as fast, 
exclusive antacid ingredients, no pos- 
sible over-alkalizing, etc., plus the 
unique water-less feature. 

In October 1956 Bristol-Myers 
began running its films in Denver, 
Memphis, Omaha and Phoenix. In 


Mal Ochs, timebuyer at Grey Adv. 
Agency, Inc., places schedules for 
Hasbro toys, Big Top peanut butter 
and Macy’s. 


REPORT 


two markets, tv commercials ran at 
regular test frequencies throughout 
the day and night. In the other two 
markets, frequencies were set higher 
to determine any increased impact. 
Schedules in Denver were later in- 
creased to a maximum effort. 

But, although the public in each 
market proved to be well aware of 
the new product and its capabilities, 
Analoze did not sell. After six 
months Bristol-Myers closed the test 
and withdrew the product. Reason 
for the failure was not laid to poor 
packaging, bad advertising, increased 
competition, etc.—but to the simple 
fact that research later showed people 
want their aspirin with water. Many 
believe, said Mr. Van Nostrand, that 
water is a catalyst and good as part 
of the treatment. 

While the test failed, 


lessons were learned from it. There 


valuable 


had been some, said the speaker, who 


wanted to go national on Analoze 


without any testing; fortunately 


and partly due to spot’s powers to 
promote a product market-by-market 


countless dollars were saved. 


ARMSTRONG CORK CO. 
DEALERS 


(Direct) 


A new series of minute, 30- and 20-second 
films has been prepared by Armstrong 
for use by local dealers. A new 

set of slides is also being provided 
for live announcements. The material is 
adapted from Circle Theatre commercials 
and gives the dealers an opportunity 

to tie in their messages with the program. 
All buying would be handled by the 
local Armstrong retailers or their 
agencies. 


June 1, 1959, Television Age 6] 


































says Lou Wolfson, V.P. 


WLOS-T 


ASHEVILLE, N. C. 


You can use any part of 
Warner Bros. library of 
films to get top ratings and 
enthusiastic sponsors. “It’s 
so flexible, you can fit it into 
any spot,” says V. P. Lou 
Wolfson of WLOS-TV. 


“From our Warner Bros. library 
we've programmed an Errol 
Flynn Theatre and a Bogart 
Theatre on weekends. Both 
have drawn exceedingly well 
. . . Often outrating all three 
competing stations combined.” 


This smart programming by 
WLOS-TV is perfect for 
either participating or ex- 
clusive sponsorship. And it’s 
only one of the many in- 
genious ways stations are 
using Warner Bros. features 
to turn time into money. 
Let us tell you about the 
others, too. Simply call or 


U.d.d. 


UNITED ARTISTS ASSOCIATED, we. 


NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 

LOS ANGELES, 9110 Sunset Bivd., CRestview 6-5886 
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TvAR, the newly formed organiza- 
tion representing the Westinghouse 
Broadcasting Co. stations, announced 
new appointments of three executives. 


In New York, Edward Dillon (1.) 





joined the firm as account executive 
after serving with wor-tv New York 
since 1956, and for two years pre- 
viously with the New York Daily 
News. David Henderson (r.) will 
work as an account executive from 
where he has_ been 
Gray & 


Rogers Advertising. Earlier, he was 


Philadelphia, 
broadcast supervisor at 
assistant to the vice president in 
charge of tv at Al Paul Lefton & Co., 
and also served at WBAL-TV Baltimore 
and WFIL-TV Philadelphia. 

In the TvAR San Francisco office, 


Rep Report 


Harry Diner was named sales man- 
ager, coming to the firm from KPIXx 
San Francisco, where he has been 
sales account executive since 1954. 
Charles H. Cottington, formerly 
with Erwin Wasey & Co., McCann- 
Erickson, Inc., and N. W. Ayer & 
Son, Inc., was named president of 
Stars National, Inc., and will work 
from the representative’s new offices 


at 500 Fifth Avenue, New York. 


The CBS-TV Spot Sales department 
named three to new posts in New 
York, Chicago and Los Angeles. In 
the east, Robert H. Perez became an 
account executive after holding a simi- 
lar post in the Chicago office. In the 
midwest, John McElfresh was named 
account executive, moving from the 
sales staff of wcau-Tv Philadelphia. 
In Los Angeles, George Faust became 
manager of the coast office. He pre- 
viously was a spot sales account ex- 
ecutive in New York and Chicago. 

Charles Allen, who has been with 
BBDO in various tv spots for 10 
years, joined Blair-TV in charge of 
research and merchandising. 





ASSOCIATED PRODUCTS, 
INC., 5-Day Laboratories 

(Grey Adv. Agency, Inc., N. Y.) 
Warmer weather is bringing a drive for 
5-DAY deodorant, with schedules starting 
late last month and running for eight 
weeks in major markets. Day and night 
minutes, 20’s and ID’s are set. 

Ken Allen is the timebuyer. 


CALO PET FOOD CO. 

(Foote, Cone & Belding, S. F.) 
New schedules for CALO CAT and 
DOG FOODS are reportedly being added 
in major markets across the country, 
with filmed minutes and 20’s placed 
primarily in daytime slots and late-night 
movies. As noted earlier, heaviest con- 
centration appears to be in New England, 
Pennsylvania and Maryland. Bob Leefeldt, 
account executive, and timebuyer 

Helen Stenson are the contacts. 


CANADA DRY CO. 
(J. M. Mathes, Inc., N. Y.) 


With the advent of warm weather, the 
agency set some schedules of minutes 
and 20’s in selected markets for runs up 
to 13 weeks. Activity is dependent 

on requests from local bottlers, however, 
and is usually without pattern. Many 
local dealers place their own schedules 
without agency aid. Edna Cathcart 

is the timebuyer. 


CARTER PRODUCTS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


Although comment was unavailable from 
the agency, new films being prepared 
for NAIR hair-removing preparation 


leads to speculation that heightened 
activity is forthcoming during the warm- 
weather, bare-legged season. Greg 
Sullivan is the timebuyer. 


HELENE CURTIS INDUSTRIES, 
INC. 

(Gordon Best Co., Inc., Chicago) 
As it did last year, SUAVE is setting 
placements of day and night minutes in 
a number of markets among the top 50. 
SPRAY NET is running saturation 
spots in the top 36 markets. Length of the 
schedules varies, with some running 
through the winter. Kay Knight 

is the timebuyer. 


DIXIE CUP CO., Div. American 
Can Co. 

(Hicks & Greist, Inc., N. Y.) 

This account uses tv sparsely to promote 
ice-cream-in-cups, but the activity is 
usually in support of local dealers. 

A four-week schedule starts at issue 
date in California, with daytime minutes 
in light frequencies. Timebuyer Mort 
Reiner notes there is no concerted buying, 
but just a quick placement in isolated 
areas now and then. 


DR. PEPPER CO. 
(Grant Adv., Dallas and N. Y.) 


Continuing its expansion toward national 
distribution by 1960, DR. PEPPER has 
opened up Utica and Rochester, N. Y., 
and Tacoma, Wash. Filmed minutes and 
20’s in day and night slots are running in 
these and the company’s regular markets. 
Media director Leonard Herbert handles 
buying from Dallas, while timebuyer 


Tom Ellis buys in New York. 
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ESSO STANDARD OIL CO. 
(McCann-Erickson, Inc., N. Y.) 


As noted here May 4, the end of this 

month will see a brief flight of prime- 
time 20’s for ATLAS tires in selected 
top markets. Sy Goldis is the timebuyer. 


EX-LAX, INC. 

(Warwick & Legler, Inc., N. Y.) 
As has become customary, the EX-LAX 
schedules will be picked up for another 
13 weeks, running through the summer. 
Filmed minutes, 20’s and ID’s will con- 
tinue, although possibly in lighter 
frequencies than ordinarily used. 

Jim Kearns is the timebuyer. 


MAX FACTOR, INC. 
(Kenyon & Eckhardt, Inc., N. Y.) 


Spot tv in most of the top markets will 
kick off in August for SKIN CLEAR 
cleanser. The stress will be on teen-agers 
in a brief back-to-school drive. Filmed 
minutes and 20’s will run. Jane Mars 
is the buying contact. 


S. W. FARBER, INC. 

(Doner & Peck, Inc., N. Y.) 

This firm re-entered spot last Christmas 
after a number of years out of the 
medium and reportedly did well with 
its promotions for electric cookware. 

A planned pre-Mother’s Day schedule 
got under way a little late on WABC-TV 
New York and is winding up now after 
four weeks of day and night minutes. 
\ fall return, probably in the same 
10-or-so top markets used last year, is 
planned. Mary Franklin is the timebuyer. 


GENESSEE BREWING CO. 
(Marschalk & Pratt, Inc., N. Y.) 


This firm, which has been spending a 
considerable amount of money in spot 

in its marketing area, upped the 
budget for this year, but switched over to 
programs. The reason was a desire to 
use minute commercials and an inability 
to obtain good minute avails in spot 
schedules. The beer is using alternate 
weeks of SA7 and Border Patrol, along 
with portions of NBC and CBS Game of 
the Week telecasts. It wants Championship 





At Ted Bates & Co., Inc., John Flynn 
is assistant timebuyer on the Carter 
Products, Inc., account. 





Bowling after the baseball season. 
Markets are Albany, Buffalo, Binghamton, 
Syracuse, Plattsburgh, Rochester, 
Schenectady, Utica and Watertown. 
Head buyer Catherine Noble and buyer 
lack Dickens are the contacts. 


INTERSTATE LIFE & 
CASUALTY CO. 
(Philip Denton Adv., Atlanta) 


This insurance firm, which has been 
running Silent Service in some half-dozen 
top southern markets, was reported here 
last July as considering adding some 
smaller areas this year. It’s understood 
the syndicated Flight series might be 
set in secondary markets in Tennessee, 
Georgia and Mississippi. Philip Denton 
is the contact. 


LEVER BROS. CO. 

(Foote, Cone & Belding, Inc., N. Y.) 
An initial campaign for AIRWICK STICK 
was reported as starting late last month in 
a number of top markets, with 
placements of daytime minutes scheduled 
to run through the remainder of the 
year. Pete Bardach is the timebuyer. 


LEVER BROS. 





(Needham, Louis & Brorby, Inc., 
Chicago) 

A small number of top markets 
reportedly has been purchased for ALL 
detergent, with filmed minutes and 20’s 
running in day and late-night positions 
for an indefinite period. John Cole 

is the timebuyer. 


MAGIC MIRROR MOVIE & 
RECORD CO. 

(Lee-Stockman, Inc., N. Y.) 

At issue date, a four-week “test” campaign 
on MAGIC MIRROR MOVIES kicks off 
in the New York market, with the 
results expected to influence later 
placements here and elsewhere. About 25 
minutes per week will go in seven kid 
shows on WNEW-TV and wPIx Monday 
through Sunday. E. Louis Figenwald, tv 
director, is the contact. 


MALT-O-MEAL CO. 
(Campbell-Mithun, Inc., 
Minneapolis ) 

Scattered markets are being checked for 
26-week schedules placed in kid shows 
beginning in September on this cereal. 
Minutes are used, and the importance 

of outstanding juvenile-appeal personali- 
ties is a major factor in market 
selection. Media director Harry Johnson 
is the contact. 


MINNESOTA MINING & MFG. 
co. 

(BBDO, Minneapolis) 

A new product, SCOTCH BRITE 
cleansing pads, is being introduced in 
selected markets throughout the country. 
The main campaign is on the west coast, 
but a handful of other areas is also 
getting heavy placements of filmed 
minutes in both day and night slots. 
Hale Byers is the timebuyer. 


MORRISON CO., Div. 
S. Gumpert Co., Ine. 
(Rose-Martin, N. Y.) 


This maker of LEM puddings recently 
ran a brief filmed schedule in its eastern 
distribution area (four states), but has 


Be) ol-).¢-Wal-t-m Maw) e-tdlelem 41-2). 28 BAe 






That’s Why | 
NOBODY FROM NOWHERE 
Can Saturate 
TOPEKA 
like 
WIBW-TV 
SATURATES TOPEKA 
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ALL DAY ...ANY DAY survey-proved WIBW-TV 


TOPS ALL COMPETITION 


@ WIBW-TV is the ONLY station in Topeka—the 2nd largest market in Kansas; 
@ Serves 38 rich rural and urban counties (Telepulse) with 349,300 set count; 


Share of Audience 


7:45 a.m.—12 N. 


57.0% 
33.9% 


In Area (Tel-pulse) 
In Topeka (Nov. ‘58 ARB) 


12 N.—6:00 p.m 6 p.m.—Mid. 
50.3% 51.1% 
42.5% 38.0% 


e From sign-on to sign-off WIBW-TV has practically TWICE the audience of either the 
second or third station that can be seen in metropolitan Topeka; (Nov. ‘58 ARB) 
e In the top 15 Once-A-Week Shows, WIBW-TV had an average rating of 37.69%. 


WIBW-TV...CBS, NBC, ABC...Channel 13... TOPEKA, KANSAS 


REPRESENTED BY AVERY-KNODEL, INC. 
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no plans for the future. It is believed 
this represents its first spot activity, 
excepting some live participations 
several years ago, and word is not yet in 
on the results. Tvy-radio director 
Channing Hadlock handled the placements. 


NATIONAL BISCUIT CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 
Similar to activity last year at this 
time, NABISCO ALL-BRAN is setting 
schedules for a special promotion be- 
ginning June 15 and running about six 
weeks. Day and night minutes are set 
first in major markets, then in as many 
others as the budget allows. Lucy Kerwin 
is the timebuyer. 


ORKIN EXTERMINATING CO. 
(Bearden-T hompson-Frankel, Inc., 
and Eastman-Scott, Atlanta) 


It’s reported that existing schedules in 
the many markets used by this firm and 
its local dealers are being doubled up 
so that all spots will run this month. 
ORKIN switches to radio for the 
summer, but will be back with its minute 
films in the fall. Norm Frankel is 
the timebuyer. 


PARRY LABORATORIES 
(Maxwell Sackheim & Co., Inc.., 
N. Y.) 

The MYOMIST account just switched to 
this agency and reportedly is going to 
spend $500,000 during the rest of the 
year. The budget will go primarily into 
spot as in the past, with schedules 
starting this month in top markets. 
Filmed minutes will be used in day and 
night slots. Barbara Kumble is the 
timebuyer. 


PARTI DAY, INC. 

(D’Arcy Adv. Co., Inc., Chicago) 
Having just concluded a a. test in 
some small markets, PARTI DA 
ice-cream topping is moving into larger 
areas as hot weather pushes up ice-cream 
consumption. Interestingly, the test 
reportedly showed the superiority of 


Personals 


BOB LAZETERA, formerly time- 
buyer on Sterling Diug at Dancer- 
Fitzgerald- Sample, New York, has 
moved to D’ Arcy, same city. He'll be 
buying spot on several accounts, al- 
though at present he’s working mainly 
on Halo. RONALD BOBIC at Dancer 
is now handling all Sterling spot 
buys. 


FRED WUELLNER has left his po- 
sition as media manager at Krupnick 
& Associates, St. Louis, to become 
media supervisor on Ford for J. 
Walter Thompson, Detroit. Replacing 
Mr. Wuellner at Krupnick is NEL- 
LENE ZEIS, who has been with the 


agency for six years. 
t=) ° 


JOSEPH THERRIEN has moved 
from the New York to the San 
Francisco office of Young & Rubicam. 
He'll be a media buyer in their de- 
partment of media relations and 
planning. 





live announcement-demonstrations, but 
the initial New York schedules in daytime 
housewives’ and kids’ shows are filmed 


minutes. Account supervisor Jim Wilson 
is the contact. 
PHARMACEUTICALS, INC. 


(Parkson Adv., Inc., N. Y.) 


The spot support of network activity 
rumored for GERITOL and ZARUMIN 
quite a while back broke late last 
month with some 13-week placements 
of minutes and 20’s in day and night 
times in 10-12 selected major markets. 
Buyer Ruth Bayer is the contact. 


PLAYTIME PRODUCTS, INC. 
(Frank Block Associates, Inc.) 


A new toy called CRAWLTRACK kicked 
off in St. Louis last month and met with 
spectacular results. Chicago was added 
as a market and Los Angeles joins the 
list this week. Two other areas are 
reportedly to be reached this summer, 
with 10 new markets planned for fall. 
About 45 filmed minutes weekly run in 
kid shows in each market; initial 
schedules are set for four weeks. 
Account executive Ralph Wemhoener 
is the contact. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N. Y.) 


Although DUZ hasn’t used much spot 
for some time, a test in several markets 
is getting under way for a special 
premium offer. Day and night minutes 
are used. Bob Liddel is the timebuyer. 


RAINBOW CRAFTS, INC. 
(Farson, Huff & Northlich, 
Cincinnati) 

A new product from the maker of 


PLAY-DOH is called WOOD-DOH, a 
modeling compound which hardens into 
a wood-like finish. It’s currently begun 
introductory spot schedules in 11 top 
markets, and it will run in 40 major 
metropolitan areas this fall. Filmed 
minutes in kid shows and at other times 
are being used. Media _ director 
Ellen Edwards is the contact. 


JAMES KIRKCONNELL, formerly 
media director at S. E. Zubrow, Phila- 
delphia, has been appointed tv-radio 
director of Shaw & Schreiber, that 
city. DON McCARTY, who had been 
account executive at Zubrow, has been 
promoted to media director to replace 


Mr. Kirkconnell. 





BERN KANNER has been promoted 
from assistant to associate media di- 
rector and ROGER CLAPP from 
media buyer to assistant media director 


at Benton & Bowles, New York. 


BILL REESE, who has been account 
executive at Friend-Reiss for the past 
four years, has been appointed direc- 
tor of radio and television. In his new 
post at the New York agency Mr. 
Reese will be in charge of placing all 
time schedules as well as all adver- 
tising for the agency's toy accounts. 


| Venard, Rintoul & McConnell, Inc. 
; South—Clarke Brown Company 








Singled out by the Station Representa- 
tives Association as 


“Timebuyer of 
the Year” and “Agency Executive of 
the Year” were, respectively, Bill Dol- 
lard (l.), media account executive at 
Young & Rubicam, Inc., and William 
Dekker (r.), vice president and di- 
rector of media at McCann-Erickson, 
Inc. Mr. Dollard received the organ- 
“Silver Nail” award, named 
for its initial recipient, Frank Silver- 
nail, formerly of BBDO. Mr. Dekker 
received the first “Gold Key” 


ization’ s 


award. 












STATION N NETWORK 
and PERSONAL 
REPRESENTATIVE 


KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEN-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
Plaza 5-4262 















PROOF! 


MIDLAND - ODES 
Market in Ol Rich” West Texas 
is a Blue chip market. 


CSI PER HSLD RANK 


IN U.S.A. 
MIDLAND — 6th 
ODESSA—10th 


IN TEXAS 
MIDLAND — 1st 
ODESSA — 2nd 


Ch anel | 2 
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ARB City-By-City Ratings April, 


ATLANTA CHICAGO CLEVELAND 
3-Station Report 4-Station Report 3-Station Report 
(one-week ratings) (one-week ratings) (one-week ratings) 


TOP SYNDICATED FILMS TOP SYNDICATED FILMS TOP SYNDICATED FILMS 

























































1. Highway Patrol (Ziv) waGa-TV Sat. 9 .....26.3 1. Sea Hunt «Zivy) wNeg Sun. 9°30 .... 26.1 1. U. S. Marshal (NTA) wews Fri. 10:30 26.4 
2. Whirlybirds (CBS) wsp-tTv Wed. 7 ......26.1 2. Highway Patrol (Ziv) WGN-TV Fri. 9:30 21.6 2. Silent Service (CNP) waw-Tv Sat. 10:30 23.5 
3. Huckleberry Hound (Kellogg) 3. Huckleberry Hound (Kellogg) 3. Three Stooges (Screen Gems) wews M-F 6 .19.6 
wen-tv The. 6 ......0..:; ence won-tv Wed. 7:30 .......... = 18.4 4. Sea Hunt (Ziv) wiw-tv Sat. 7 17.9 
4. Popeye (UAA) wsB-TV M-F 5 ey 4. Mike Hammer (MCA) TV Thu, 9:30 .18.3 5. Death Valley Days (U. S. Borax) 
5. Death Valley Days (U. S. Borax) 5. Silent Service (CNP) wneg Tue. 9:30 ....18.0 KYw-Tv Thu. 10:30 . 17.6 
wse-tTv Mon. 7 = , ‘ , 17.2 6. This Is Alice (NTA) WGN-TV Thu. 8 ani» 6. Popeye (UAA) KYW-TV M-F 5 17.5 
6. U. S. Marshal (NTA) waGa-TV Sat. 10:30 .17.0 7. 26 Men (ABC) wen-tv Wed. 8 .... 14.5 7. It’s a Great Life (Victory Program Sales) 
7. People’s Choice (ABC) wsp-Tv Fri. 7 .16.8 8. Bugs Bunny (UAA) WGN-TV M-F 6:30 ...14.3 KYW-TV Sat. 7 wees : : 16.9 
8. Woody Woodpecker (Kellogg) wsp-Tv Tue. 6 .15.9 9. Whirlybirds (CBS) wen-tv Thu. 9 ...... 14.2 8. Bold Venture (Ziv) KYW-Tv Sat. 10:30 16.2 
9. Mackenzie's Raiders (Ziy) wsn-Tv Tue. 7 15.3 10. Superman (Kellogg) WGN-TV Tue. 6 ef 9. Casey Jones (Screen Gems) KYW-TV Sat. 6:30 15.3 
10. The Tracer (MPA-TV) wsp-Tv Sun. 6:30 ..14.9 11. Mackenzie’s Raiders (Ziy) wNBQ Wed. 9:30 13.2 10. Adventures of Jim Bowie (ABC) wews Sun. 6 12.9 
ll Popeye (UAA) wsp-TV Sun. 3:30 _ sean 12. San Francisco Beat (CBS) wGeNn-tTv Wed. 9 .12.9 10. Popeye (UAA) KYw-Tv Sat. 5°30 12.9 
12. Sky King (Nabisco) wsn-Tv Fri. 6 .......12.7 13. Rescue 8 (Sereen Gems) WGN-TV Mon. 8:30 12.5 11. William Tell (ITC) wews Thu. 7 12.7 
13. Crossroads (Schubert) wsp-tTv Sun. 4 cones 14. Three Stooges (Screen Gems) 12. SA 7 (MCA) wews Sat. 10:30 12.4 
14. If You Had a Million (MCA) WGN-TV M-Th. 4:30 .......... wivdsiee ee 13. Flight (CNP) Kyw-tTv Tue. 10:30 12.3 
wss-TV Sun. 10:30 a a ..11.4 15. Badge 714 (CNP) wns Sat. 10 . 11.9 14. Superman (Kellogg) KYWw-Tv Fri. 7:30 12.2 
14. Superman (Kellogg) wsB-Tv Mon. 6 . 11.4 
‘ lla ZATURE FILMS 
TOP FEATURE FILMS TOP FEATURE FILMS ee oem 
1. Early Show KYw-Tv Mon. 5:45-7:15 14.0 
1. Armchair Playhouse wWsB-Tv Sun. 1-3 18.9 2 --w lg pe — ‘ae we = — ~ " ment < eeaiyweed =— : 
2. Late Show wsB-Tv Sat. 11-1 a.m 10.0 elle — etd ing: _ : : Sat. 11:15-12:45 a.m 13.2 
3. Armehair Playhouse wsB-Tv Sat. 4:45-6:45 .. 8.5 3. Movietime, USA wBKB Fri. 10-11:30 . 11.4 3. Early Show Kyw-tv Thu. 5:45-7:15 12.3 
4. Early Show waca-tv Fri. 5:15-7 ; 6.6 4. Movietime, USA WBKB Tue. 10-12 mid 10.8 3. Masterpiece Theatre wsw-TVv 
5. Early Show waca-tTv Tue, 5:15-7 .. 6.0 5. Festival of Stars WGN-TV Thu. 10-11:30 9.5 Sun. 5:30-7:15 since 12.3 
1. Academy Award Theatre KYW-TV 
. 20.19 -4k F 
TOP NETWORK SHOWS TOP NETWORK SHOWS Pe te “ 
1. Wagon Train WwsB-TVv oe 1. Academy Awards WNBQ . ..65.5 TOP NETWORK SHOWS 
2. Gunsmoke WAGA-TV ... 45.3 2. Perry Como wNBQ . saJ . .39.0 1. Academy Awards KYW-Tv 19.5 
3. Maverick WLW-a .. 41.8 3. Gunsmoke WBBM-TV ahead Ses 37.7 2. 77 Sunset Strip wews 18. 
i. The Rifleman WLWw-a i ane ce 4. Loretta Young Presents WNBQ ....... 37.0 3. Wagon Train KYw-TVv 39.6 
5. Academy Awards WSB-TV : ..38.2 5. Danny Thomas WBBM-TV .. 36.6 4. The Real McCoys wews 39.3 
6. Have Gun, Will Travel waca-tv 37.9 6. 77 Sunset Strip WBKB ............. 35.2 5. Maverick wews 39.2 
7. Peter Gunn WSB-TV 36.8 7. The Rifleman wks ‘ : . 33.9 6. The Rifleman wews 37.8 
8. Perry Mason WAGA-TV . 35.3 8. Arthur Murray Party wNBQ . 33.6 7. Gunsmoke wsw-TVv 36.7 
9. The Real McCoys wiw-a ‘ 34.3 9. Chevy Show wNBq ‘ 33.0 8. Perry Como KYWw-TV 44 
9. Tales of Wells Fago wsB-Tv 34.3 10. Wagon Train wNBQ ‘ “a 31.4 9. Loretta Young Presents KYW-TV 34.2 
EE = 10. Leave It To Beaver WEWS ... 32.9 
If you're viewers have seen one Indian-Western show, they have seen them all MINNEAP(¢ ILIS-ST. PAUL 
with one exception - TO M AH AW K 4-Station Report 
(one-week ratings) 
it's authentic, realistic, refreshingly different & captivating - first run 
' meee ; TOP SYNDICATED FILMS 
with merchandise tie in devices & premiums. 
1. Death Valley Days (U. S. Borax) 
{ : wooo-Tv Sat. 9:30 24.7 
? 2. Huckleberry Hound (Kellogg) 
=. wooo-Tv Tue. 6:30 21.4 
4 3. State Trooper (MCA) KsTP-TVv Tue. 9:30 16.0 
. ; 4. Flight (CNP) kKstTP-tTv Wed. 9:30 15.3 
» { 5. Sea Hunt (Ziv) wron-tv Thu. 9 15.1 


EXCITING UTD i ADVENTURE! wr fb, nh REE 
f) 


8. New York Confidential (ITC) weco-Tvy Tue. 7 13.7 

' “\ 9%. Three Stooges (Screen Gems) 
. \\ wooo-Tv Wed. 6:30 13.4 
FULL 9. Wild Bill Hickok (Kellogg) weco-rv Sat. 11 13.4 
OF INDIAN 10. Sky King (Nabisco) woco-rv Sat. 11:30 13.3 


FIGHTS, CHASES AND OUTDOOR 
HUNTS...INTRIGUES AMONG THEM Sccabiens Guanes ry 


Woody Wocdpecker (Kellogg) 


12. Superman (Kellogg) weco-tv Thu. 5 10.2 
FRENCH, DUTCH AND ENGLISH - 13. Whirlybirds (CBS) wTcN-TvV Mon. 8:30 9.9 
PIRATES AND SHIPS. SF 14. Popeye (UAA) weco-Tv Sat. 12:30 9.8 


A TOP FEATURE FILMS 


Movie Spectacular WTCN-TV 


Ve PE ))/ | - 
Yi r Wn 


Fri. 10-12:30 a.m 14.5 
a/ la 2. Your 9 O’clock Movie KMSP-TV 

t), 7 Wed. 9-10:30 ° 11.4 ) 

5 om 3. Movie Spectacular WTrcN-TV Tue. 16-11:30 9.9 

4. Movie Spectacular WTCN-TV Sat. 10-11:30 9.1 

5. Movie Spectacular WTCN-TV 
Wed. 10:15-12:30 a.m 9.0 
TOP NETWORK SHOWS 

1. Academy Awards KSTP-Ty 56.2 

2. Gunsmoke WOCO-TV 42.2 

3. The Rifleman wWTcCN-TV 35.5 

1. Have Gun, Will Travel wceco-Tv 34.4 

5. I've Got a Secret weco-Tv 33.9 

6. Loretta Young Presents KSTP-TV 31.4 

7. Arthur Murray Party KsTP-TV 30.8 

8. Wagon Train KSTP-TV ..... ..360.5 

9. The Real McCoys wTcN-TVv . ‘ 29.3 

Garry Moore WOCo-Ty 28.8 
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ARB City-By-City Ratings April, 1959 THERE ARE 
COLUMBUS DALLAS-FT. WORTH 
3-Station Report 4-Station Report bb ” 
(one-week ratings) (one-week ratings) enty 0 uses 
TOP SYNDICATED FILMS TOP SYNDICATED FILMS 
1. Sea Hunt (Ziv) WBNS-TV Mon. 7:30 ..... 27.2 1 Death Valley Days (U. S. Borax) WITH K be . N 
8.4 2 Death Valley Days (U. 8. Borax) ERUD-tv Gat. 9:80 .... ........ ..31.6 
eter wom-Oe Gab. Dies. viccniccs d0cekshi0cdc ce 268 2. Huckleberry Hound (Kellogg) * 
9.6 3. Whirlybirds (CBS) WTvN-Tv Thu. 7 .....26.6 ee A ee eee ere arte ..26.4 | 
7.9 4. Huckleberry Hound (Kellogg) 3. Highway Patrol (Ziv) wraa-tv Fri. 9°30 ..24.3 | 
wrun-Ty The. 6:30 ...cccccses : .24.8 4. Sky King (Nabisco) KRLD-TV Sat. 11 a.m 20.4 | 
1.6 5. Adventures of Jim Bowie (ABC) 5. State Trooper (MCA) weaPp-Ty Tue. 9:30 ..17.8 | BB ABC-TV Network 
<u wawea-tv Gat. 10:86 2. ccccsccss ones Ree 6. Sea Hunt (Ziy) Krip-Tv Thu. 7:36 ......17.4 | < 
‘ 6. Our Miss Brooks (CBS) wBNs-Tv Sun. 6:30 20.5 7. Mike Hammer (MCA) WFAA-TV Thu. 9 ....16.7 Heavy ABC scheduling add to the value of 
6.9 7. Roy Rogers (Roy Rogers Synd'cation, Inc.) 8. U. S. Marshal (NTA) wraa-Tv Thu. 9:30 .15.9 KSHO adjacencies, when coupled with alert, 
6.3 wue-e itt, © dinicasnnssceos ince 9. Wild Bill Hickok (Kellogg) Krsz-TV Wed. 6 15.7 up-to-the-minute local programming. All this 
3 8 San Francisco Beat (CBS) wTvN-TV Wed ; we 10. Rescue 8 (Screen Gems) WFAA-TV Sun. 8:30 15.0 in a 24-hour town with o per capita earning 
7 9. U. S. Marshal (NTA) wWTvN-tv Fri, 10:30 .18.5 11. Danger Is My Business (CNP) (and spending) power far above the national 
t Ae. GA ber a) pone ag Tee. 8 foes ge “i oe ee eats ; ----14-4 | | qverage .. . with a station which blankets 3 
P Stat (MC! WTvN-Tv Fri. 7 ....17. 2. Wi y W ) eas : 
4 SS ee ee ‘ sepsaett Dpaabdaiei tes —— et See Pen out of the 4 largest cities in Nevada. 
a 11. Casey Jones (Screen Gems) WTtvN-TV Tue. 7 16.7 mrss-Tv Tue 6 ........2-. ° 13.5 
8 12. Flight (CNP) wiew-c Wed. 16:30 .......15.2 12. Annie Oakley (CBS) Krsz-Tv Fri. 6 13.5 e FINEST FILM PACKAGES 
2 13. Highway Patrol (Ziv) wWBNs-TvV Wed. 8:30 .14.5 13. Mackenzie’s Raiders (Ziv) 
14. If You Had a Million (MCA) WFAA-TV Tue. 9:30 ..... cccccccccesehSS Southern Nevada enjoys, on KSHO-TV, the 
wutes-tv Bek. 6288 .cccccseccs . s<eae 14. Superman (Kellogg) KFJZ-TV , Tue. 6 - ea Best of MGM, United Artists, Critics Award, 
4.0 . - ; and Warner Bros., combined with other 
; TOP FEATURE FILMS TOP FEATURE FILMS | specially selected packages. Winners of the 
29 1. Something Different WTvN-TVY 1. Mystery Matinee KFJz-TV Sat. 3:30-5 . 14.0 coveted Oscars and Cannes Festival awards 
Sat. 10:30-12 mid. ............ wae 18.4 2. § ape © 9 a8 | 
23 : sr “y= 2. Sunday Matinee weap-Tv Sun. 2-4 .... 12 ore ALL foun nm Chonn 13 
2. Best of MGM wiw-0 Sun. 6-7:30 ........18.1 3. Saturday Showcase WBAP-TV Sat. 5-7 .....10.0 ‘ound on Chonnel PFA 
23 3. Sunday Shewhoat No. 2 WTVN-TV Sun. 2-2:30 13.5 4. Family Theatre wBaP-Tv Sun. 12-2 ‘ 8.7 Represented by: 
© 4. Sunday Showboat No. 1 5. Early § . a is 2 Oe Ost cel 
5. Early Show Krsz-Tv Sat. 6:15-7:30 7.6 | 
1.9 WrvN-Tv Sun. 123:45-2 ........-+-++00- 13.3 5. Million Dollar Matinee KFsz Sat. 1-2:30 7.6 | FORJOE & CO. 
" Sunday Showboat No. 3 New York—Chicago 
rv Ss 3:30 Lee : 11.8 San Francisco—Los le 
WTVN-TV un 30-4:45 11.9 TOP NETW ORK SHOWS Angel s 
1. Academy Awards WBAP-TV San 53.6 | 
9.5 TOP NETWORK SHOWS ° 5.3 | o 
- 2. The Rifleman wraa-TV a, - ee 45.3 
8.5 1. Gunsmoke WBNS-TV ........... 49.5 
‘ - 3. Gunsmoke KRLD-TV sé cues 44.4 | 
9.6 2. Academy Awards WLW-C ..... we + ORS .w i sen 78 ay 
» 4 . A : s . Wagon Train AP askt » — 
9.3 3. The Real McCoys WTVN-TV ......... é« 45.1 } 
“ { ao! a WTVN-TV rs 0 5. Maverick WFAA-TV .... ete 36.0 | hay, 
9.2 . 77 Sunset § DME on nbhvink dene ite = 35 th 'e/ 
7.8 5. Ann Sothern WBNS-TV ........ wre Ms Wyatt Earp Wraa-Tv ... Pe . . a : on grounds of 
6.7 6. Danny Thomas WBNS-TV ...... m weve s eee - — Will Travel KuLp-1 erev he 6 EL RANCHO VEGAS 
; The é mene ...<.....<... 40.2 7 anny Thomas KRLD és ‘ .. 34.6 
pape . mm See ere E . : ‘ 8. 77 Sunset Strip WFAA-TV ~ ove LAS VEGAS, NEVADA 
4.2 7. Leave It to Beaver WTVN-TV ..... . .38.2 - ; 39.4 } 
2.2 8. Maverick WTVN-TV .......... oteses .38.0 9. The Real McCoys wraa-Tv .. > ea 
9. Wagon Train WLW-O ............;. a nis ee 
T T Tj T T, Ty ‘ 
NEW ORLEANS WASHINGTON, D. C. 
3-Station Report 4-Station Report 
(one-week ratings) (one-week ratings) : A 
TOP SYNDICATED FILMS me a : Where Mid- America 
1. Mike Hammer (MCA) WWL-Tv Fri. 9:30 ..36.1 TOP SYNDICATED FILMS 
2. Sea Hunt (Ziv) wpsu-Tv Tue. 9:30 .. 32.2 1. 26 Men (ABC) wMAL-Tv Sun. 6:30 .. 20.6 
1.7 3. State Trooper (MCA) wpsv-Tv Tue. 10 31.8 2. Science Fiction Theatre (Ziv) 
4. Sheriff of Cochise (Famous Films) WMAL-Tv Sun. 6 .......+-- FY ° 
1.4 WWL-TV Sat. 9:30 ...... 27.5 3. Silent Service (CNP) wMat-Tv Sun. 7 ....18.4 
c ° 5. Soldiers of Fortune (MCA) 4. Highway Patrol (Ziv) wror-rv Sat. 7 ....17.3 | ives an uyS 
2 3 wpsu-Tv Sat. 5:30 ..... ekée J ..26.0 5. Mike Hammer (MCA) wro-Tv Tue. 10:30 ..15.9 te endl 
5.1 6. Casey Jones (Screen Gems) wpsu-Tv Sat. 6 .25.7 6. Death Valley Days (U.S Borax) | 
i. T. Man Without a Gun (NTA) wwL-Tv Sat. 10 25.4 WRO-TV Mom. 7 .....-ce-sececeseces 15.0 | P 
sae 8. Sky King (Nabisco) wpsv-tv Sat. 11 25.1 7. Big Story (Flamingo) wttsc Fri. 16:30 . 12.0 | NOW AMERICA S 
— 9. Adventures of Jim Bowie (ABC) 8. Adventures of Jim Bowie (ABC) wre Fri. 7 .11.3 
WOee-SU Them. CtP8 on. sccecsccvesccece 1 9. Laurel and Hardy (Governor) 
3.4 10 Union Pacifie (CNP) wpsu-Tv Thu. 9:30 3.7 woer-ie Gn. 80 BD obccsccssceses catte f 
; . 11. Our Miss Brooks (CBS) wopsvu-Tv Sun. 9:3 3 10. Medic (CNP) wttG Mon. 9:30 ..... ‘ 10.7 
— 12. Frontier (Victory Program Sales) 10. San Francisco Beat (CBS) wrtGc Mon. 10 ..10.7 
wosu-Tv Fri. 6:30 ..... ~ NA . ..22.0 11. Ten-4 (Ziv) wrop-tv Wed. 7 (iene 10.6 | 
2 
re 13. Highway Patrol (Ziy) wpsv-Tv Fri. 10 ..21.8 12. Danger Is My Business (CNP) 
a 14. U. S. Marshal (NTA) wpsvu-Tv Wed. 10 21.5 WMAL-Tv Sun. 4:30 ....... ° 10.3 | 
7 ; 15. How te Marry a Millionaire (NTA) 13. Oswald Rabbit (Guild) wror-tv 
9.8 Wwe-OF FA OD sive ceb tds dene ac -.21.2 Gum. 20:580 O.m. cccccceces os 9.7 
15. 26 Men (ABC) wopsv-Ttv Fri. 10:30 o ome 13. Huckleberry Hound (Kellogg) | 
WRO-TV The. 6 ccccccscccccvcsccsnse vo 0.7 
TOP FEATURE FILMS 
as 1. Sunday Matinee wpsu-Tv Sun. 5-6:30 TOP FEATURE FILMS METROPOLITAN 
. 9 . _ 7 — 
2. Re ppc gee ee - 1. 10:30 Theatre wror-tv Sat. 
Gat. TsBO-BsSO GM. sc csedscctsnuss . 21.6 
14 _ = vé “Saad eS a Se 11.8 | M R io 
5 } 3 range ches _ Theatre WDSU-TV “8 2. Pix For a Sunday Afternoon | A K T 
91 , — i a 780 ™ ae a soo 18.1 wror-tv Gum. 1-3 ...e.s0e00. 10.6 
Sunday Spectacular WDSU-TV ” . > Bri « 
Sun, 10:30-11:45 ..... sj Geipireanvens tl Pp tng beam nie od + *COMBINED SPRINGFIELD- 
9.0 5. H Shoe’ 4. Sunday Matinee WMAL-TV 7.4 
) ouse of Shock WWL-TV z . . . ° P . 
oh. 6 465Rs om. . a fRe 16.0 5. Afternoon Movie WMAL-TV Sun. 3:30-4:30 . 6.8 DECATUR-CHAMPAIGN-URBANA 
TOP NETWORK SHOWS: TOP NETWORK SHOWS METROPOLITAN AREAS— 
1. Academy Awards WDSU-TV .......... B2.3 1. Academy Awards WRC-TV ..... 54.5 ee 
3. Wagem Tain. WROUEO 26 occ cicccecss 3 2. Maverick WMAL-TV .... Serre re te 41.7 SERVED GRADE "A" TV 
3. Loretta Young Presents WDSU-TV ....... 44.8 3. 77 Sunset Strip WMAL-TV ... -- - 34.9 
3. Bat Masterson WDSU-TV ............ .. 44.8 4. The Rifleman WMAL-TV ................34.0 ONLY BY WICS-WCHU, 
4. Arthur Murray Party wpsu-tv ...... ....44.7 5. Wagon Train wre-Tv ...... ‘ 33.5 
5S. Gumemalte WWE TU onc cccccccccsess oki 6. Perry Mason WTOP-TV ...... A ee NBC-TV 
6. Rawhide WWL-TVv 89.4 7. Loretta Young Presents wre-Tv . 30.7 . 
7. Have Gun, Will Travel wwt- ie eres ee ee 7. Gunsmoke WTOP-TV ... _ .30.7 AVAILABILITIES: YOUNG 
8. Yancy Derringer WWL-TV ..........+....38.9 8. Have Gun, Will Travel wrop-Tv ......... 29.2 
8. Perry Como WDGU-TV ....ccccccccs 38.9 8. The Real McCoys WMAL-TV e% e --29.3 
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Inc., N. Y.) 


and mufflers gets under way at 


is the timebuyer. 


ROBERT REIS & CO. 


Late last month, this maker of 
underwear made its first entry 


(Doner & Peck, Inc., N. Y. 


RAYCO MFG. CO., INC. 
(Mogul, Lewin, Williams & Saylor, 


The summer push on RAYCO seat covers 


issue 


date for 13-weeks of filmed spots. A 
total of 65 markets is being used for 

radio and tv, with video in “at least 64 
of the 65, if not all.” Lynn Diamond 


) 


men’s 
into 




















THE 








Wire or phone 
Art Kerman 
today for 
availability 

in your market, 


PLaza 3-6216 





LAUREL 
AND 
HARDY 
SHOW 


Gets Top Ratings on 
WNAC-TV, Boston 






GOVERNOR TELEVISION 


375 Park Avenue, N.Y.C. 
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STORIES THAT 
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SHOCK A NATION 
TAKEN FROM THE 
FRONT PAGES OF 
LEADING 
NEWSPAPERS! 


video with a four-week campaign on 
wrca-Tv New York in a pre-Father’s Day 
push. Five minutes per week are being 
split among Jack Paar, Dave Garroway 
and Dr. Joyce Brothers shows. A satura- 
tion spot campaign on WNEW-TV New York 
is to begin next week, with 23 minutes 
per week running until the holiday. 

All spots are on tape. A similar campaign 
is planned for a back-to-school drive in 
San Francisco in August. Account execu- 
tive Lee Garfield and timebuyer Mary 
Franklin are the contacts. 


R. J. REYNOLDS TOBACCO CO. 
(Wm. Esty Co., Inc., N. Y.) 


Quite a large number of major markets 
received schedules late last month for 
SALEM cigarettes with placements of 

| minutes and 20’s set in primarily 
evening slots to run until early August. 
Jack Fennell is the timebuyer. 


SCHWEPPES, LTD. 

(Ogilvy, Benson & Mather, Inc., 
ae 

In the past, SCHWEPPES has used brief 
placements in scattered top markets 
during infrequent periods. A schedule 
is now on in New York as the brand 
|enters its heavy selling season, and 

| other sophisticated major markets might 
| get some business. A minute film is 
placed along with a 20. Maxine Cohen 

is the timebuyer. 


SHULTON, INC. 
| (Wesley Associates, Inc., N. Y.) 


| Another product acquired when Shulton 

bought out the aerosol division of 

Bridgeport Brass Co—SLUG-A-BUG— is 

seeing spot action, as did GOOD AIRE 

previously. The insecticide is using 

placements of minutes in light frequencies, 

beginning about issue date for nine weeks 

in flights over a longer period. Media 

director Joseph Knap is the contact. 

SUSSEX FOODS, INC. 

| (Hicks & Greist, Inc., N. Y.) 

| The maker of POPEYE peanut butter just 
appointed the agency to its account. 

| Initial plans reportedly call for spot tv 
schedules in selected test markets, 

| probably with minute spots used in kid 
shows. Buyers Mort Reiner and 

| Vince Daraio are the contacts. 
TRANSOGRAM, INC. 

| (The Wexton Co., N. Y.) 


| This toymaker has a new item called 








STARRING 
PAUL STEWART 





DISTRIBUTED BY FLAMINGO TELEFILM SALES, INC. 
221 West 57th Street, N.Y. 


JUdson 6-7040 


Agency Adds 
Fred Cammann, previously a com- 
mercial producer with Young & Rubi- 
cam, Inc., joined Compton Adv., Inc., 
in a similar capacity. Prior to his 
agency affiliation Mr. Cammann was 
an assistant producer with NBC-TV. 
David Nathan was named director 
of the tv-radio department at Curtis 
Adv. Co., Inc. He was vice president 
of House of Thomas, packaging con- 
sultants, before joining the agency 
and also served as tv-radio director at 

Lewis Adv. Agency, Newark. 





SQUIRTY which is using minute films 

in kid shows in Philadelphia and will 
be going into other top markets this 
summer with brief schedules. The toy 

is for use at a beach or pool, so markets 
will be chosen where swimming is a 
major summertime occupation. Adrian 
Price is account executive and contact. 


VCA LABORATORIES 
(BBDO, Los Angeles) 


The Vitamin Corp. of America is a 
Rexall Drug Co. subsidiary and recently 
has shown spot activity in top markets 
for its RYBUTOL vitamins. Filmed 
minutes and 20’s are used in day and 
evening slots. Account executive Ken 
Ellis is the contact. 


WARD BAKING CO. 

(J. Walter Thompson Co., Inc., 
= A 

In a special tie-in arrangement, Ward 
Baking is marketing a new bread 
specifically for children, called 
GERBER PRIMARY BREAD. The 
product is to be introduced in the 
New York area with tv spots, and the 
films will probably be used in other 
markets as distribution grows. Ward has 
a marketing area east of the Mississippi. 
In other areas, the brand will be 
franchised by local bakeries. Mario Kircher 
is the timebuyer. 

WESSON OIL & SNOWDRIFT 
SALES CO. 

(Fitzgerald Adv. Agency, Inc., 
New Orleans) 

This maker of cooking products has 
reportedly added numerous top markets 
for summer flights of daytime ID’s and 
20’s in fairly heavy frequencies. 
Margaret Stair is the timebuyer. 
WEST CHEMICAL PRODUCTS, 
INC. 

(Gardner Adv. Co., N. Y.) 

This firm has a cleaning product known 
as CN PLUS disinfectant which had 
not seen any spot activity until this 

year. It currently is running spot 
schedules in the New York metropolitan 
area, using day and evening minutes and 
20’s, and plans for the future call for 

a market-by-market expansion. Tv-radio 
director D. C. Porteous is the contact. 

J. B. WILLIAMS CO. 

(Parkson Adv. Agency, Inc., N. Y.) 
This drug company’s CONTI shampoo 
kicks off a heavy spot schedule in about 
two dozen top markets the middle of this 
month, with filmed minutes set in day 
and night slots for about 13 weeks. 
Ruth Bayer is the buying contact. 
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Gems (Continued from page 35) 


subsidiary has shied away from riding 
trends. In the words of Irving Briskin, 
executive in charge of production and 
administrative head of the studios, 
“we go out for programs in any cate- 
gory. We're interested in entertain- 
ment, pure and simple.” 

This year’s programming roster il- 
lustrates a diversity of approach, 
ranging from Shirley Temple’s Story- 
book through Naked City to The 
Donna Reed Show. Projected series 
for the coming season (in addition to 
those already sold) include The 
Secret Life of James Thurber, The 
Fat Man (a co-production venture 
with ABC-TV) and The Blandings. 

It’s not so much that the Columbia 
subsidiary doesn’t believe in trends or 
has a special distaste for riding a 
bandwagon; rather, it is more a ques- 
tion of economics. On the subject of 
westerns, Mr. Briskin feels that there 
will never be complete saturation, but 
he feels nevertheless that the market 
has about all it can carry. And be- 
sides, he sees an entirely different 
movement this year: “There’s a sharp 
trend toward the so-called action-ad- 
venture, private-eye, hard-hitting type 
of program.” 


Syndication Unit 


The programming approach at the 
studio may be diverse, but the pro- 
duction techniques are specialized. 
Thus, a special production unit was 
set up last fall for syndication, a move 
which insures the company a steady 
flow of product for the market-by- 
market route. The split seems to in- 
dicate that different programming 
considerations go into the production 
of a property for first-run syndication. 
Although Mr. Briskin feels there are 
no “harsh differences” between a 
syndicated show and a network show, 
he says there are certain special needs 
in syndication. 

“We don’t do comedy for first-run 
syndication by virtue of its huge cost. 
Action-adventure and melodrama are 
better suited for syndication because 
they get the best listening audience, 
and because they are the easiest kind 
of shows to produce.” He points out 





that there are many more subject mat- 
ters in the melodrama field. Another 
important consideration in a syndi- 
cated show is that it must lend itself 
to merchandising and exploitation, he 
says. “After all, in syndication you're 
selling to something like 165 buyers 
instead of one and you must therefore 
produce something which is universal 
in appeal.” 

Mr. Briskin points out that in syndi- 
cation more analysis and more careful 
scrutiny are needed, since not just a 
pilot but production of an entire series 
is hanging in the balance. “You put 
your money where your mind is.” 


Production Costs 


Cost of producing a program for 
first-run syndication is not apprecia- 
bly lower than the cost of making a net- 
work show, Mr. Briskin says. How- 
ever, costs can run 10 to 15 per cent 
lower, depending on whether an un- 
known or a name star is used. 

Production costs in general have 
risen sharply. The production execa- 
tive says costs of making the average 
non-star show (prices on top actors 
vary) have climbed 25 to 30 per cent 
in the past three years. An episode of 
Father Knows Best today costs.35 per 
cent more than a comparable episode 
cost in 1956. This can be attributed 
largely to concessions gained by the 
many talent and technical unions both 
in minimum payments and in re-run 
payments. 

These additional costs have only 
served to increase the risks of produc- 
ing for television. It is for this reason 
that many independents have turned 
to the majors on co-production deals, 
since financing, and some heavy 
financing, is certainly necessary to- 
day. Several years ago Screen Gems 
announced an open-door policy in re- 
gard to co-production, and this policy 
still holds good. The benefits to an 
independent are obvious. At Screen 
Gems, for instance, an independent 
has placed at his disposal financing, 
creative and technicai talents, facili- 
ties and, perhaps most important, a 
selling organization. 

The Columbia subsidiary, on the 
other hand, has placed at its disposal 
a program idea which is almost en- 








tirely put together, and whose only 
real immediate aeed is financing. 

What, precisely, does Screen Gers 
offer an independent, or, for that mat- 
ter, what does it offer the industry in 
general? First, its operational struc- 
ture must be understood. Mr. Briskin 
is in complete charge of all depart- 
ments involved in the studio opera- 
tions and must approve all deals in- 
volving independent producers as well 
as stars, directors and writers. In ad- 
dition, all projects and budgets come 
under his jurisdiction. 

Harry Ackerman, vice president in 
charge of production, is responsible 
for all creative activities. He guides 
and confers with executive producers, 
producers and writers and is con- 
sulted by independents involved in co- 
production deals. Stories, casts and 
anything directly affecting production 
are under his supervision, as well as 
the creation and execution of new 
projects. 

Fred Briskin, production executive, 
the son of Irving Briskin, has super- 
vision of physical production, i.e. 
shooting schedules and their budgets. 
In addition, he negotiates director and 
writer deals and occasional indepen4- 
ent package transactions. Supervi- 
sion of all Screen Gems offices and per- 
sonnel is also part of his responsibili- 
ties. 


Producer Roster 


Seymour Friedman, production 
manager, serves directly under Fred 
Briskin. His duties include breakdown 
of shooting schedules, seeing that 
films are completed on time, supervi- 
sion of directors, assistants and stage 
crews and budgets pertaining to 
physical operation. 

William Sackheim, director of 
programming, and Paul Harrison, 
executive producer, are directly 
responsible to Mr. Ackerman, and 
they are entrusted with the creation 
and production of various new proj- 
ects. They work with such staff pro- 
ducers as Winston O'Keefe, James 
Fonda and Sidney Marshall. Sonny 
Chalif is executive director, and he 
serves as liaison with networks and 
agencies on such matters as continuity 
acceptance, commercials and censor- 
ship. 
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Production for first-run syndication 
is under Robert Sparks, director of 
syndicated film 
mercials produced on the west coast 
are under Joe Swavely and Richard 
Kerns as part of the Elliot, Unger & 
Elliot division. Independent produc- 


production. Com- 


ers working with Screen Gems include 
Eugene Rodney, Tony Owen, Herbert 
B. Leonard, Gene Roddenberry, Jules 
Goldstone and the team of Clarence 
Greene and Russell Rouse. 

These executives have some impres- 
sive hardware with which to. work, 
since they have use of all the Holly- 
wood facilities owned and operated 
by Columbia. As noted above, three 
different studios on 95 acres of land 
are involved in the operation. In 
Hollywood at Sunset and Gower is 
which 


square blocks. Production and ex- 


home base, occupies four 
ecutive offices for both Columbia and 
Screen Gems are located there, as are 
12 huge sound stages, eight projec- 
tion rooms, cutting rooms, three dub- 
bing stages and two music stages for 
the scoring of pictures. Also located 
there is a mill for the construction of 
sets which is capable of reproducing 
anything from the most minute object 
to a modern skyscraper. 

This studio is a city within a city 
with its own police, fire, sanitation 
and health departments, as well as its 
own power generators. Paint shops 


and an iron foundry can be found on 





the lot, as can dressing rooms, make- 
up rooms and a hairdressing estab- 
lishment. A portrait gallery and a still 
laboratory have been built under the 
newest stages. There is a prop depart- 
ment equipped to supply almost any 
need, and a greenery department for 
trees and shrubbery. There are also 
drapery and electrical departments, as 
well as a film library and a garage 
containing dozens of trucks, cars, 
camera cars and every type of rolling 
stock. 

The Sunset studio is another lot 
located two miles from the main 
studios at Lyman Place and Sunset 
Boulevard in Hollywood. At Sunset 
there are five sound stages, two pro- 
jection rooms and a two-story office 
building, as well as dressing rooms, 
cutting rooms and make-up. 


Ranch Studios 


The Columbia ranch is located in 
Burbank, eight miles from the main 
studios, where five sound stages are 
located. Within the confines of some 
80 acres are many permanent stand- 
ing sets, affording the visitor a world 
tour in color. Many of the sets are 
duplications of scenes and buildings 
found in Paris, Hong Kong, Tahiti, 
New York, 


There are also a waterfront and a 


Bagdad and England. 
steamship pier. 

A small park and building are lo- 
cated at the Columbia ranch which 





can serve for scenes in New England, 
the midwest and even the south. A 
swimming pool with glass windows 
below water for underwater scenes is 
available, as is a western street. Out- 
door photography can be done for 
any type of picture requiring either 
flat land, desert, or wooded hillsides 
on some 40 acres of ranch land. A 
plaster-of-paris factory provides plas- 
ter-of-paris replicas of almost any- 
thing. There are also a railroad yard 
and a large commissary which sup- 
plies food. 

There are another four ranches at 
which Screen Gems does considerable 
outdoor shooting, ranging from Vas- 
quez Rocks on the edge of the Mojave 
Desert to the Roland V. Lee Ranch, 
25 miles from the main lot. 

These facilities are not in constant 
use by the television subsidiary, of 
course, since production activity 
varies according to the time of year. 
From mid-June to April an average 
of eight to 10 films per week is in pro- 
duction on the various programs made 
by Screen Gems and its partners. Dur- 
ing the slight lag in May and June 
three to four shows per week may be 
turned out. Maximum number of half- 
hours ever turned out in one week: 16. 

To accomplish this, an average of 
100 people is actively engaged on set 
in physical production throughout the 
year. These are in addition to pro- 


ducers and writers. 


WG “ -TV Selling the Buffalo-Niagara Falls market 


REPEAT ORDERS in the nation’s 14th market, as anywhere else, are the best evidence of television’s 
selling ability. wcr-tv, nsc in Buffalo, is proud that 25 national and 21 local advertisers, who 
have used the station continuously since it started in 1954, have renewed for 52 weeks of 1959. 


These, and newer advertisers, will get even better sales results in 1959, as wer-tv continues 
te provide better service for more viewers in the mighty and prosperous market known 


as the Niagara Frontier. 


For best results from America’s most powerful selling medium, be sure to call Peters, Griffin, 
Woodward about availabilities in Buffalo. 
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To maintain such a staff, and to 
keep the machinery turning, program 
ideas are constantly being developed. 
The number of ideas submitted each 
year run into several hundred, and 
the more plausible ones are discussed 
by Irving Briskin, Harry Ackerman 
and the executive staff and in turn are 
relayed to New York for consideration 
by Ralph Cohn, president, John H. 
Mitchell, vice president in charge of 
sales, Burton H. Hanft, vice president 
in charge of business affairs, and 
Jerome Hyams, vice president in 
charge of syndication. 

If the idea is approved, it will be 
assigned to an independent producer 
or a company producer for develop- 
ment with writers. The time involved 
from idea to completed product varies 
considerably: some have taken as lit- 
tle as six months, while others weren't 
brought in for two years. 


Rejects 


At present, the most common and 
the most often rejected idea consists 
of a program about the police force 
of a particular city that has no unique 
or exciting angle. This, of course, is 
an example of trend-riding—there 
have been successful shows about 
police activities in Los Angeles, San 
Francisco, New York and elsewhere. 

Average production schedule of a 
pilot is five to six days (its cost is 
generally double that of a regular seg- 
ment), and this includes two days of 
rehearsals and three or four days of 
actual shooting. An hour-long pro- 
gram will require a minimum of three 
to four days of rehearsal and six to 
eight days of shooting. 

The current schedule is quite a 
jump over Screen Gems’ first year in 
production, when in the spring of 1952 
it sold an anthology series to the Ford 
Motor Co. through J. Walter Thomp- 
son. Titled Ford Theatre, the transac- 
tion eventually put the company into 
program distribution in a big way, 
since re-runs were sold in syndication 
under the title of Your All Star 
Theatre. During 1958-59, 14 programs 
were in production, or approximately 
340 half-hours. 

Irving Briskin agrees that telefilm 
production “naturally over-shadows” 








motion-picture production in terms of 
hours on film. He points out, however, 
that every feature (or just about every 
hour and one-half) needs a new cast, 
new crew and new director, and this 
doesn’t hold in tv film production, 
where 39 half-hours (or 13 features) 
can be done with the same cast and 
director. 

Again, says Mr. Briskin, there are 
long shooting schedules involved in 
motion-picture work. Some 300 half- 
hours of telefilm can be done in about 
900 shooting days, whereas 40 movies 
(what the average studio turns out 
per year) take a considerably longer 
period of time. The average feature 
can be expected to take up about 
40 shooting days, estimates Mr. Bris- 
kin. 

The production executive is a real 
veteran of the motion-picture busi- 
ness. He started his career in 1923 as 
a bookkeeper with Banner Produc- 
tions and two years later joined Ster- 
ling Pictures, eventually becoming 
general sales manager of the Ameri- 
can and foreign offices. 

When talkies came in, Mr. Briskin 
went to Hollywood and formed his 
own production unit, Meteor Pictures, 
which produced a series of westerns 
starring Tom Mix. They were released 
by Columbia. In 1935 Mr. Briskin 
was made executive in charge of his 
own production unit at Columbia, and 
in 1939 he was appointed general 
manager and assistant to president 
Harry Cohn at Columbia Pictures 
studio. In 1949, with Ralph Cohn, he 
organized Screen Gems. Mr. Briskin 
is also president of Briskin Produc- 
tions, Inc., an independent television 
producing organization. 

The future of the Columbia sub- 
sidiary appears to be a bright one. 
Ambitious new productions are on the 
boards for the coming season (Writers 
Guild of America anthology, a comedy 
series with Sid Caesar, several co-pro- 
duction deals with ABC-TV), and in 
the many seasons to come an entirely 
new production technique, video tape, 
will undoubtedly be utilized along with 
fiim. The accomplishments would not 
be quite so impressive, nor the future 
quite so bright, without the know-how 
and facilities of the motion-picture 
business. 





AMF (Continued from page 39) 


estimation is a result of the type of 
exposure the sport has received on 
television, and, of course, AMF’s 
bankrolling of countless hours of 
bowling programming has been re- 
flected in the rise of sales and rentals 
of the firm’s equipment. 

The introduction of the Pinspotter 
in August of 1952 came at a time 
when advertisers’ thoughts were turn- 
ing more and more to television. AMF 
first entered the video medium as one 
of the original sponsors of Omnibus 
on behalf of the entire corporation. 
Bowling equipment was plugged spe- 
cifically for the first time in 1953 
when a film series called Bowling 
Time was produced by AMF and 
syndicated at low cost through Sterl- 
ing Television. The purpose of this 
show, which featured the use of AMF 
equipment, was to sell the sport, not 
the company. This was an hour pro- 
gram with audience participation, 
guest interviews, bowling instruction 
and contests. According to BIB, it is 
still sold in over 165 markets. 

AMF next branched out for its Pin- 
spotters in an effort to reach sports 
fans in general with participation in 
NBC-TV’s NCAA football pick-ups 
for two seasons, 1955 and 1956. Then 
in 1957 alternate weeks were pur- 
chased on ABC-TV Sunday night of a 
half-hour show titled Bowling Stars, 
produced by Matt Niesen of Cham- 
pionship Productions, Inc. This pro- 
gram, which was renewed for the 
1958-59 season in a Sunday-afternoon 
spot with AMF picking up the full tab, 
has a contest format. Two star bowl- 
ers compete for a $1,000 purse, with 
a $10,000 bonus for a perfect 300 
game. 


Ready-made 


“A bowling show,” says Jerry 
Donovan, director of bowling pro- 
motion for Pinspotters, “gives us 
seven to 10 million bowling en- 
thusiasts, people with loyalty to the 
sport, people we want to reach, 
at an extremely attractive cost-per- 
thousand.” 


This does not mean that the non- 


bowlers have been neglected. Pinspot- 
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1,177,172 Square Miles 
7,500 Accounts 


1,000 Advertising 
Agencies 


HAT'S the eleven western states. 

And a media salesman must move 
fast to cover his prospect list. Not much 
time to pioneer new accounts. 


He needs help. Help from Western Ad- 
vertising, the magazine that western 
advertisers and agencies look to for 
advice, counsel—the straight story— 
whether it be spot news or “how to" 
articles. For the full story on WA and 
how it can help you—as it helps its 
readers—call or write one of our offices. 


A 
Xt 


Western Advertising 
for Western Attitudes 





Los Angeles 
Chicago 


San Francisco e 
New York * 
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TED ESHBAUGH 
STUDIOS 


Creators of 


“Daffy Doodle” 
Announees 


The production of 
The Rockette Film 
Sequence 
in 
THE STAGE SHOW 
“Camera Holiday” 
Opening May 22nd 
At the 
Radio City Music Hall 


TED ESHBAUGH STUDIOS INC. 
1029 East 163rd St. 
New York 59, N. Y. 
DAyton 9-3220 


Fredric Stoessel Inc. 
International Representative 
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ters bought the Steve Lawrence-Eydie 
Gorme show (NBC-TV’s hot-weather 
replacement for Steve Allen) in the 
summer of 1958 because it was felt 
that the same young people who would 
be attracted to the program would be 


| natural prospects for new bowling 


families. “The show,” remarks Mr. 


| Donovan, “had the right feel, set the 


| 
| 


kind of atmosphere we wanted to em- 
phasize.” This buy was part of the 
general summer promotion, “Bowling 
Is Cool Fun,” which served to remind 
that 
made the bowling center a pretty at- 


bowlers air-conditioning has 
tractive place to be when the ther- 
mometer is crawling upward. 

At present, Pinspotters is spending 
about 35 per cent of its ad budget in 
tv through Cunningham & Walsh. 
The investment, made in 1958, which 


incluced Bowling Stars, the Law- 
rence-Gorme show and the finals 


of the BPAA All-Star Tournament, 
was about $1,112,000. Time, talent 
and production costs ran $743,597 for 
Bowling Stars, $272,685 for Law- 
rence-Gorme and about $95,000 for 
the All-Star Final. Time costs alone 
were $720,590, up from $377,000 in 
1957, a rise of almost 100 per cent. 

the 


highlighted the varied groups of peo- 


Commercials on shows have 
ple who enjoy bowling and have been 
aimed at selling the sport and the 
AMF-equipped bowling centers. Each 
AMF-sponsored show features the re- 
minder that it has been made avail- 
able by AMF Pinspotters and the local 
“Magic Triangle” bowling center. 
The the 


Triangle” illustrates one of the ad- 


symbol of “Magic 


vantages of television advertising 
which has made a particular impres- 
sion on AMF. The red triangle enclos- 
ing the letters AMF represents the 
pin indicator (Pindicator), which is 
that part of the Pinspotter which 
shows the bowler the exact number 
and position of the pins he has not 
succeeded in clobbering. By use of 
optics it is possible to show the super- 
imposition of the symbol directly upon 
the Pindicator and establish a connec- 
tion in the minds of the viewers, an 
effect difficult, if not impossible, to 


reproduce in print. All bowling centers 


equipped with Pinspotters feature the 
red triangle prominently in their dis- 






plays. All of this ties in beautifully 
with the central merchandising pro- 
gram of Pinspotters, which is built on 
the slogan, “For the best in bowling, 
bowl where you see the ‘Magic 
Triangle.’ ” 

Although Pinspotters has not yet 
paid the bill for any local bowling 
shows, the company does provide serv- 
ice to stations with problems. Forty 
top bowlers who serve on the AMF 
promotion staff are available to ap- 
pear on local programs as contestants 
or instructors, and lots of experienced 
advice has been proffered to over 50 
stations which have been aided in this 
way. Study is also being given to the 
fact that the cost of a remote set-up 
from a bowling center has proved a 
stumbling block to many stations that 
would like to add some bowling to 
their program schedules. 

AMF also provides one-shot in- 
stallations for such events as the ABC 
Tournament held in the St. Louis 
Armory and the BPAA All-Star Tour- 
nament, and furnishes equipment and 
know-how for other network bowling 
shows. 

AMF has no fixed idea on the best 
way to use television. That the com- 
pany is eager for innovations is shown 
by the fact that the recent AMF an- 
nual meeting was recorded and re- 
broadcast in part over the NBC radio 
network. Although pleased by its pres- 
ent program, the company is prepared 
to assess and consider any type of 
television advertising which might 
fulfill the 


bowling as an ail-day, all-year, all- 


function of promoting 


family game. 





Motivation 


Why People Buy, by Louis Cheskin. 
The Liveright Publishing Corp., New 
York, 319 pp., $5.00. 

An explanation of Mr. Cheskin’s re- 
search methods and comparison of 
them with the methods of other “mo- 
tivational” researchers and with older 
types of market study make up a large 
portion of the first half of this book. 
The remaining half is largely con- 
cernéd with a number of successful 
case studies from the voluminous files 
of Mr. Cheskin’s Color Research In- 


stitute. 
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The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
basic information in a convenient 
usable form. It is published quar- 
terly. Data appears in the following 
order: name of market, call letters, 
channel number, address of station, 
telephone number, rates for one hour, 
one minute and ID, whether or not 
station has videotape recorder, two 
principal station executives with their 
titles and the name of the station 
representative. 

All of this data is furnished by the 
station in answer to quarterly ques- 
tionnaires. Italics indicate stations not 
yet on the air. 

Abbreviations commonly used in 
this listing include: asst assistant, 
c commercial, chg charge, cls class, 
d director, g general, loc local, 
manager, mng managing, nat na- 
tional, o owner, opertns operations, 


p president, pgm program, prom 


promotion, rgnl regional, res resident, 
serv service, sls sales, st station, vtr 
videotape recorder, zn zone. 


ALABAMA 

Birmingham. WAPI-TV (13) Box 2553. 
Fairfax 3-6141. AA hr $800, m $250, ID 
$125. Charles F. Grisham p & gm; Albert 
J. Gillen vp & sls d; Harrington, Righter 
& Parsons rep. 

Birmingham, WBRC-TV (6) Atop Red 
Mountain ‘zn 9. Fairfax 2-4701. AA hr 
$850, m $250. ID $125. Robert T. Schlin- 
kert gm; Oliver V. Naylor g sls m; 
Katz rep 

Decatur, WMSL-TV (23) 701 Bank St. 
Elmore 3-0361. A hr $150, m $35, ID $20 
Frank Whisenant p & gm; Gene Harwell 
sls m: Jack Masla rep. 

Dothan, WTVY (9) Cottonwood ne. 5-2810. 
A hr $250. m $40. ID $20. F. E. Busby 
exec vp & gm; Art Creamer f. sls m; 
O'Connell rep. 

Florence, WOWL-TV (15) 840 Cypress Mill 
Rd. Atwater 2-7711. AA hr $200, m $50 
ID $25. Dick Biddle p; Bill Sienes nat 
sls m: Rambeau. Vance, Hopple rep. 

Huntsville WAFG-TV (31) Aug. 1959. 

Mobile, WALA-TV (10) = Government St. 
Hemiock 3-3754. AA hr $450, m $90, ID 
$45. W. B. Pape ome vD & — Jim 
McNamara nat sls H-R rv 

Mobile, i ay re (5) ) 162 St. Louis. Hem- 
lock 2-5505. AA hr r $500, m $120, ID $52.50. 
Cc. P. eth. Jr. vp, gm né& sls m; Avery- 
Knodel rep. 

Montgomery, WCOV-TV (20) Box 2505. Am- 
herst 5-3561. AA hr $250, m $50, ID $25. 
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Totals 


Total commercial stations: 521 

Total markets: 323 

Total estimated b&w tv homes: 45,- 
000,000 


Total estimated color sets: 469,000 











Hugh M. Smith gm; Morris South loc sis 
m; Young —? 

Monigennesy, YSFA-TV (12) 10 E. Delano 
Ave. zn 6. Amherst 5-1251. A hr $450, m 
$110, ID $55. Carter Hardwick m; M. H. 
Yeoman nat sls m; Katz rep. 


ALASKA 

Anchorage, KENI-TV (2) ax 1160, 4th 
Ave. Theatre Bldg. 5-2201. hr $150, m 
$30, ID $15. Alvin O. ramatest gm; 
William Stewart sls m; Del Day and 
James Fletcher reps. 

Anchorage, KTVA (11) -. McKinley Bldg. 
4th & nali St. 5-4321. A hr $150, m $30, 
ID $15. A. G. Hiebert p & gm: Claire oO. 
Banks cm; Alaska Radio Te rep. 

Fairbanks, KFAR-TV (2) Box 910. 2125. 
A hr $150, m $30, ID $15. V. Maurice 
Smith m; Ralph a | em; Del Day rep 

Fairbanks, KTVF (11) Bo x 590. 3636. A hr 
$135, m $27, ID $13.50. Walt Welch m; 
John Griffin cm; Alaska Radio-Tv rep. 

Juneau, KINY-TV (8) 231 S. Franklin. 
6-1802. A hr $60, m $12, ID $7.20. Jerry 
McKinley st m: Frank Shannon loc sls m; 
Alaska Radio-Tv rep. 


ARIZONA 


Mesa, KVAR (See Phoenix). 

Phoenix, KOOL-TV (10) 511 W. Adams St. 
Alpine 3-3121. AA hr $550, m $100, ID 
$50. vtr. Tom Chauncey p & gm; Ken- 
neth Morton vp & sis d; Hollingbery, 


rep. 

Phoenix, KPHO-TV (5) 631 N. Ist Ave. Al- 
pine 8-4511. A hr $450, m $100, ID $50. 
Richard Rawls gm; oe Stalnaker st 
m & film buyer; Katz 

Phoenix, KTVK (3) 3435 N. 16th St. Am- 
hurst 6-5691. A hr $400, m $90, ID $50. 
Burton B. La Dow st & cm; Blair Tele- 
vision Assoc. rep. 

Phoenix-Mesa, KVAR (12) 1101 N. Central, 
eaaenix. Alpine 4-4161. A hr $500, a. 
$100, ID $50. Richard O. Lewis p & g 
Ray dation vp chg sls; Avery -Knodei 
rep. 

Tucson, K-GUN (9) 2175 N. 6th, Box 5147. 
Main 3-3633. AA hr $300, m $72, ID $36. 
Tolbert Foster gm; Ben L. Slack cm; 
Headley-Reed rep 

Tucson, KOLD-TV (13) 115 W. Drachman 
St. Main 4-2511. AA hr $300, m $60, 1D 
$30. E. S. Mittendorf vp & gm; Bernie 
Perlin g sls m: Hollingbery rep. 

Tucson, KVOA-TV (4) 209 W. Elm, Box 
5188. Main 3-2555. AA hr $300, m $75, ID 
$37.50. Fred L. Vance st m & cm; Gordon 
E. Hamilton opertns m:; Branham rep. 

Yuma, KIVA (11) Box 1671. State 68311. 
A hr $250, m $50, ID $25. Roger Van 
Duzer exec - & gm; Pat Carrick sls m; 
Hollingbery rep. 


AREANSAS 


El Dorado, Monroe, La., KTVE (10) Ran- 
dolph Hotel, Box 791. UN 2-3488. AA hr 
$350, m $70, ID $35, Bill Bigley gm; W. 
C. Womack st & sls m; Weed rep. 

Fort Smith, KNAC-TV (5) 101 WN. Fourth 
St zn 1. Sunset 3-3131. A hr $300. m $75, ID 
$35. Harry Huey, vp & gm; Rex Hayes 


loc sls m; Venard, Rintoul & McConnell 
Little Rock KARE-7 taf (4) 10th & Spring 
Sts. Franklin 6-2481. A hr $500, m $110, 
ID Douglas a Romine vp & st m; 


ryan ; Petry_rep. 

Little Rock, KATV (see Pine Bluff). 

Little Rock, KTHV (11) 720 Izard St. 
Franklin 43764. A hr $500, m $110, ID 
$55. B. G. meberteen gm: W. V. Hutt sis 
m; Branham rep 

Pine Bluff, KATY A 100 Williams Rd. 
Jefferson’ 4-2051. hr $450, m $100, [D 
$50. Robert cieeiee gm; Thomas L. 
Goodgame nat sis m; Avery-Knodel rep. 

—, KCMC-TV (see Texarkana, 

ex.) 


CALIFORNIA 


Bakersfield, KBAK-TV (29) 29 Woody Rd. 
Export 9-1761. AA hr $400, m $100, ID $40. 
Ed Tabor gm; Weed rep. 

Bakersfield, KERO-TV (10) 321—2ist St. 
Fairview 7-1441. AA hr $550, m $140, ID 
$62.50. Arthur M. Mortensen gm; Roland 
T. Kay g sis m; Petry rep. 

Chico, KHSL-TV (12) ‘ta0 E. 4th St. Fire- 
side 20141. AA hr $250, m $57.50, ID 
$27.50. M. F. Woodling st m; George 
Ross nat sls m; Avery-Knodel rep. 

KIEM-TV (3) Box 1021, Hillside 

A hr $250, m $50, ID $2. W 
Edwin Smith st m; Donald H. Telford 
nat sls m; Hollin bery oa 

Eureka, KV 19 (6) umboldt Hill 
Rd. Hillside $3061. “ hr $200, m $35, 
ID $18. Ted Dooley st m; Sam Horel loc 
sls m; McGavren rep 

Fresno, KFRE-TV ts) 733 L St. Amherst 
8-6444. AA hr $650, m $150, ID $75. Ed J. 
Frech exec vp & st m; John Barrett sls 
m; Blair-Tv rep. 

Fresno, KJEO (47) Box 1708, Baldwin 
2-2411. AA hr $700, m $175, ID $87.50. Joe 
Cc. Drilling vp Mg gm; W. O. Edholm c 
sls m; H-R re 

Fresno, KMJ- tv. "(24) 1117 N St. zn 21 
Amherst 8-6666. AA hr $650, m $175, ID 
$87.50. John I. Edwards st m; Wilson 
Lefier nat sls & serv m. Katz rep 

Hollywood, KCOP (13) 1000 N. Cahuenga 
Blvd. zn 38. Hollywood 2-7311. A hr 
$1,500, m $500, ID $200. vtr. Alvin G 
Flanagan vp & gm; Amos T. Baron g sis 
m; Petry rep 

Los ‘Angeles, KABC-TV (7) ABC Television 
Center zn 27. Normandy 3-3311. A hr 
$2,600, AA 20 sec $800, ID $400, vtr. Selig 
J. Seligman vp & gm; Elton H. Rule g sls 
m; Katz rep. 

Los ‘Angeles, KHJ-TV (9) 1313 N. Vine St 
Hollywood zn 28. Hollywood 2-2133. A hr 
$1,750, m $400, ID $200. vtr. John T 
Reynolds vp & gm; Howard L. Wheeler 
g sis m; H-R rep. . S 

Los Angeles, KNXT (2) 1313 N. Vine St. 
Olive 1-2345. A hr $3,750. AA m $800, AA 
ID $4100. vtr. Clark B. George gm: Robert 
D. Wood g sls m. CBS-TV Spot Sales rep. 

Los Angeles, KRCA (4) Sunset & Vine. 
Thornwall 5-7000. AA hr $3,800. vtr 
Thomas C. McCray vp & gm; James Parks 
sls m; NBC Spot Sales rep 

Los Angeles, KTLA (5) S800 Sunset Bivd. 
zn 28. Hollywood 9-3181. A_ hr $1,500, m 
$300, ID $150. vtr. James Schulke vp in 
chg: Richard Jolliffe g sls m: PGW_rep 

Les Angeles, KTTV (11) ."s Sunset Blvd. 
zn 28. Se 2-7111. AA hr $2,000, 
m $600, ID $290. vtr. Richard A. Moore 
p & gm; John R. Vrba vp chg sls; Blair- 
Tv rep. ‘ 

Redding, KVIP-TV (7) tI Pioneer Dr. 
Chestnut 1-1414. A hr $250, m $55, ID 
$22.50. George C. Fleharty . & gm; "Ray 
Grant sls m: Hollingberyv rep. 

Sacramento, KXTV (10) 601 Seventh Ave 
Gilber+ 1-4041. A hr $850. m $250. ID 
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$125. Richard P. ogee > & gm; George 
J. Kapel g sls m; H-R re 

Sacramento, KCCG-TV (do) Mel Lucas gm; 
McGavren-Quinn ~~. 

Sacramente, KCRA-TV (3) 310—10th St. 
zn 14. oon 4-7300. A hr $1,100, m 
$275, ID $150, vtr. Robert E. Kelly st m 
a = sis m: Jon S. Kelly loc sls m; 

Salinas, KSBW- TV (8) 238 John St. Box 
1651. Harrison 2-6422. AA hr $425, m $110, 
ID $45. John C. Cohan x & st m; Graham 
H. Moore sls d; H-R re 

San Diege, KFMB-TV (sy 1405 Fifth Ave. 
Belmont 2-2114. AA hr $900. m $250, ID 
$112.50. vtr. George Whitney vp & gm; 
Bill Fox st m & g sls m; Petry rep. 

San Diego, KFSD-TV (1e) Box 628. Con- 

. AA $950. $250, 


ro: Katz re 
San Diege- V (6) 4229 Park 
Blvd. zn 3 press 8-7191. AA hr 


$160, ID $80. vtr. Julian M. Kaufman 
me & gm: Louis Meiers bus m; Blair 
elevision Assoc. rep. 

Francisco, KGO-TV (7) 277 Golden 


AA hr 
John H. Mitchell 
, & ‘gm; David M. Sacks sls m; Blair- 


rep. 

Sen Francisco, KPIX (5) 2655 Van Ness 
Ave. zn 9. Prospect 6-5100. AA hr $2,100, 
m $600, ID $300. vtr. Louis S. Simon gm; 
Lawrence P. Fraiberg sis m; Katz rep. 

San Francisco, KRON-TV (4) 929 Mission 
St. zn 19. Garfield 1-1100. AA hr $2,100, 

sec $600, ID $300. vtr. Harold P. See 
=: William A. Morrison sls m; PGW 


San "yrencigne-Gahiend KTVU (2) 1 Jack 
London Sq. Oakland zn 7. Templebar 
4-2000. AA hr _ $1.200. m $360, ID $180. 
vtr. William D. Pabst exec vp & gm; 
Ward D. Ingrim p & g sis ™: H-R rep. 

San Jose, KNTV (11) aor 1188, = Park 
Ave. zn 10. Y 7. 7-5577 4 -- 


San Luis Obispe KSBY-TV (6) Putn View & 
Hill Sts. Liberty 3-0920. AA hr $220, m 
$50, ID $22. Art apres st m; Graham 
Moore sls d: H-R re 

Santa Barbara, KEY.1 TV A 730 Miramonte 
Dr. Woodland 5-8533. AA hr $450, m b 
ID $45. Richard C. BD. Bell p : 
~~ pil _ Burris vp chg sls: Headley- 

Siedtten-tescemente KOVR oo, = = > 
Miner Ave. Stockton. Howard 
hr $800, m $190. ID $88. vtr. C. a ae 
— gm; Blair Television Assoc. 


COLORADO 
Cyipente a Se ae rey bp ben ln. 


330. "hn mes D. Russell b & ; Robert D. 
Ellis vp & nat sls m: Bollin ng rep. 

Colorade Springs, KRDO-TY (13) 399 S. 
8th. Melrose 2-1515. hr $225, m $45, ID 
$22. Harry W. Hoth p & gm; Dell Nel- 
son loc sls m; Pearson rep. 

Denver, KBTV (9) 1089 Bannock. zn 4. 
Amherst 6-3601 AA hr $750, m $235, ID 
$118. vtr. Joseph Herold st m; Bob 
Brown, nat sls m; PGW rep. 

Denver, 7 gy og 131 Speer —F = 17. 
Main 3-4271. r $800, m $250, ID $118. 
vtr. Hugh B. Terry: p & gm: Sock Tipton 
st m & sis d: Katz ren 

Denver, KOA-TV (4). 1625 California St. zn 
2. Main 36211. A hr $800, m $235. ID 
$105. vtr. Ralph Radetsky st m; Dick 
Harris sls m; NBC Snot Sales rep. 

Denver, say (2) 550 Lincoln. Keystone 
4-8281. A hr $500, m $100. ID $50. James 
T. Brennan gm: Ralph H. Davison, Jr. 
sls m: Blair Television Assoc ren 

Grand Junction, KREX-TV (5) Hillcrest 
Manor. Chapel 2-5000. AA hr $175. m $35, 
ID $17.50. Robert McMahan tv d & sls m: 
Hal Holman rep. Rates include KREY- 
TV Montrose. 

Montrose, KREY-TV by ay 9-3011. 
Carl Q. Anderson vp & s : Robert Mc- 
— = Se and Satellite not KREX-TV 

ran 

Pueblo, ROSSI (5) 2226 Television Lane. 
Lincoln 4-5782. AA hr $225, m $45, ID 
$22.50. James Guy Croll st m; Pearson 
rep. 


CONNECTICUT 
ow we WICC (43) Box 9140. Amherst 
r $100, m $20, ID $10. Philip 
Merryman” > & gm; Manning Slater sls 


ng rep. 

Hariford WHCT (18) 555 Asylum St. zn 5. 
Jackson 5-2611. AA hr $400. m $90. ID 
$45. Edward D. Taddei p & gm: Bruce 
Compton sls m; Young rep. 

Hartford-New Britain WNBC (30) 1422 
New Britain Ave., zn 10. W. Hartford. 
Adams 3-8551. AAA hr $700, m $140. ID 
$70. Peter Kennedy vp & gm: Robert 
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Reardon tv sls d; NBC Spot Sales rep. 

Hartford, WTIC-TV > 26 Grove St. zn 15. 
Jackson 5-0801. AA hr $1,600, m $400, ID 
$200. ver. Walter C. “Tohinson we gm; 
Peter B. Kenney vp, gas J. 
Irwin C. Cowper vp & et sls m; Harring- 
ton, Righter & Parso 

New Haven, WNH CTV a Tino Ree St. 
zn 8. Spruce 7-3611. AA hr $1,500, m $330, 
ID $150. vtr. Howard W. Meochmeler 
gm; John F. Cundiff sis m; Blair-Tv rep. 

Waterbury, WATR-TV (53) 440 
St. Plaza 5-1121. A hr $200, m $40, ID 
$25. Sam R. Elman gm & cm; McGavren 
rep. 


DISTRICT OF fg ng 


Washington, WMAL-TV (7) 4461 Connecti- 
cut Ave. NW zn 8, s Kellogg 7-1100. AA hr 


1,750 m Frederick 5S. 
= gm; "Neal J. Edwards sis m; 
rep 

Washington, By gg UJ (4) 4001 wiw 
Ave. NW. zn 16. Emerson eS 
$1,000, m "$425, ID _ $200. - Ty D. 
Smith vp & gm; William E. ‘Gate sls d; 
NBC ape t Sales mtv 

Washin ht ae V (9) 40th & Brandy. 
wae ts. “NW Emerson 2-9300. 


r $1,800, m *$oo, 5 $200. George aS 
Hartford v & e:. ny £." J. Bordley 
sls m; CBS-TV Sale 

Washington, WIT. ts) c/o Raleigh Hotel, 
12th & hwy ay Ave. NW. Sterling 
A hr $1,300, m $120, ID $40. vtr. 

John E. McArdle gm; PGW rep. 


FLORIDA 


Daytena Beach, Pigs (2) Box 1712. 
Clinton 3-6591. AA hr $400, m $90, ID $40. 
Walter thy st mas Jack Newsom sls 
m; Avery-Knodel 

Fort Myers, WINK-TV “(11) Box 1072, 2824 

Palm Beach Blvd. Edison 4-1331. AA hr 
$180, m $30, ID $15. A. J. Bauer gm & sis 
m; Walker-Rawalt rep. 

Jacksonville, WFGA-TV (12) 1070 E. Adams 
St. zn 2. Elgin 6-3381. AA hr $600, m $150, 
ID $75. Jesse H. Cripe vp & gm; Ralph 
W. Nimmons g sis m; PGW rep 

Jacksonville, WJXT (4) 605 S. Main St. zn 
7. Exbrook 8-0501. AA hr m $200, 
ID . Glenn Marshall Jr. "David H. 
Booher g sis m; CBS-TV Spot Sales rep. 

Miami, WCKT (7) 1401 Nort ree as 
way, zn 38 M. Plaza 1-6692. AA h » 
m $537. ID $119. Niles Trammell p ‘& gm 
Robert L. Fidlar sls d; NBC Spot Sales 


rep. 

Miami, wet (10) og Biscayne Blvd. 
Franklin 1-6501. A hr $825, m $210, ID 
$105. Walter no gm; Bob H 
nat cm: Petry rep. 

Miami, WTVJ (4) 316 N. Miami Ave. zn 31. 
Franklin 4-6262, AA hr $1,200, m $275, 
ID $138. Lee Ruwitch exec vp & gm; Bill 
Brazzil vp chg sls; PGW re sep. 

Orlando, WDBO-TV (6) 30 S. Ivanhoe Bivd. 
Cherry 1-1491. AA hr $450, m $90, ID $45. 
vtr. Harold P. Danforth Sr. gm; Blair 
Television Assoc. rep. 

Orlando, bp a (9) 639 W. Guntzal. 
Garden 4-8537. hr $400, m $80, 

Donn Colee vp % gm; Mrs. Lee won sls 
m; Young rep. 

Palm Beach, WPTV (5) 5 Cocoanut nex. 
Temple 3-2471. A hr $275, m $60. ID $30. 
Chester E. Pike Jr. st m; Robert L. Ray 
loc sls m; Blair Ray Assoc. rep. 

Panama City, Lv (7) Box 428, Hw 
98. Adams 4-2251. Ave $175, m $35, 1D 
$17.50. vtr. Hugh y 4 gm; Milt de 
ae Jr. vp & nat sis m; Hollingbery 


rep. 
Pyeseown, WEAR-TV (3) Box 431. Hwy. 90 
. of Pensacola. Glendale 5-7311. AA hr 
$350. m $70, ID $35. vtr. Mel Wheeler 
& gm; Mit de Reyna Jr. asst gm; Hol- 
lingbery rep. 

St. Petersburg, WSUN-TV (38) synictpe! 
Pier. 5-4121. A hr $400, m_ $80. ID $40. 
Fred P. Shawn gm: Earl Welde sls m; 
Vernard, Rintoul & McConnell rep. 

Tallahassee-Thomasville. Ga. WCTV (6) 
2225 N. Monroe St. Tallahassee. 3-3666. 
AA hr $400, m $125, ID $62.50. L. Her- 
schel Graves mng d; Joe Hosford st m; 
Blair Television Assoc. ze: 

Tampa, WFLA-TV (8) 905 E. Jackson St., 
Box 1410. zn 1. 20131. AA hr $950, m 
$210. ID $105. vtr. George W. Harvey vp 
& gm; William B. Faber sls m: Blair-Tv 


rep. 

Tampa, WTVT (13) 3213 Grand Central 
Ave. zn 9. Redwood 6-1313. AA hr $950, m 
$220, ID $110. vtr. Eugene B. Dodson vp 
3 m; = n M. Haberlan asst m & cm; 

atz re 

West Palm Beach, WEAT-TV Gs) oF 70. 
Temple 3-9668. A hr $300, m D $30. 
Bertram Lebhar Jr. exec vp yy 4... Goff 
Lebhar g sls m; Weed rep. 


anna 


EORGIA 
ow, WALB-TV (10) Stuart Ave. Hem- 
lock 5-8386. A hr $300, m $60, ID $30. 


Raymond E. Carow gm; Venard, Rintoul 
& McConnell re =. 

Atlanta, WAGA-TV (5) 1018 is W. Peachtree 
St. N.W. Trinity mg ,100, m 
$300, ID’ $138. vtr. J. bert 1 ‘Kerns vp & 
mng d; William AA, gs : Katz rep. 

Atlanta, WLW-A (11) 1611" Ww. * Peachtree 
St. N =: a an ae, 2-1141. AA hr $1,000, 
m $225, 115. Harry LeBrun vp & gm; 
James H. . ess sls m; Cooeler 

Atlanta WSB-TV (2) 1601 Feac tree 
St. = 9. Trinity aera hr $1,100, 
m S28, D $137.50. Marcus dartiett gm; 
Don E Heald sls m: Petry re 

Augusta. WJBF (6) Television Park, 
Park 2-6666. AA hr $400, m $75, ID $37.50. 
J. B. Fuqua ES gm; oe J. Hennesy 
vp & sls m: Hollingbery ‘ 

Augaetn, WRDW-TV 2) “301 Geor, 
Ave N. Augusta. Taylor 4-5432. AA 
$350, m $75. ID $37.50. J. W Hicks gm; 

Lou Stratton sls m: Branham rep 

Columbus, WTVM (28) A! 1640. 1307 1st 
Ave. Fairfax 2-8828. hr $300. mn $60, 
IP $30. Guy —— = ry uA Ragsdale st 
m & sis m: Youn 

Columbus, WRBL-TV Pia) 1350—13th Ave. 
Fairfax 2-0602. AA hr $400, m $100, ID 

; Woodruff Jr. p & gm: George 
—— Jenkins nat sis d; Hollingbery 
rep. 

Macon, weerev (13) Bankers Insurance 
Bldg. 2-7373. A hr $360, m $72, ID $36. 
Wilton E. Cobb gm; Frank Crowther cm; 

_ Avery-Knodel rep. 

by YSAV-TV (3) Liberty Nat. 

Bank . Adams 6-0303. AA hr $300, m 

. Harben Daniel P. gm; 
Mack Humpidge cm; Blair Television 
Assoc. rep. 

Savannah, WTOC-TV (11) 516 Abercorn St. 
Adams 2-0127. AA hr $300, m $60, ID $30. 
William T. Knight Jr. p & gm; Ben B. 
Williams exec vp & cm. Avery- Knodel 


rep. 
Thomasville, WCTV (See Tallahassee, Fla.) 


IDAHO 


Boise, KBOI-TV (2) 1007 ase Jefferson St. 
3-2511. AA hr $250, $60. ID _ $25. 
Westerman Whillock p & gm; Earl Glade 
Jr. st & cm: PGW rep. 

Boise, KCIX-TV (6) 315 N. 8th. 48311. 
AA hr $150, m $36, ID $15. Roger Hag- 
adone p & gm; Ralph Frazer sis m; 


re 

Boise, KTVB (7) 709 Idaho St. 2-4611. A 
hr $250, AA m $60, ID $25. Georgia M. 
Davidson p & gm; ge Ganz sls m; 
Blair Television Assoc. =. 

Idaho Falls, KID-TV (3) 1 E. 17th St. 
Jackson 2-5100. AA hr $250, m $70, ID 
$30. Y. “‘Rosy’’ Layne gm; Claude 
Cain st m: Gill-Perna rep. 

Lewiston, KLEW-TV (3) Box 615. Sher- 
wood 3-5581. Associated with KIMA-TV 
Yakima, Wash. Ben Sopeene m, 

Pocatello KTLE (6) April 1, 1959. 

Twin Falis, KLIX-TV (11) "Box 432. Red- 
wood 3-5840. A hr $175, m_ $43.75, ID 
$17.50. Cecil L. Heftel vp & gm; Joe 
Gibney st m; Gill-Perna rep. 


ILLINOIS 


Champaign, ey (3) 509 S. Neil St. Fleet- 
wood 6-8333. AA hr $1,000, ID $107.50, CB 

$215. A. C. wer p; Guy Main vp & sls 
d; Hollingbery rep. 

Champaign, WCHU (33) Satellite of WICS 
Springfield. 

Cc —. : WBBM-TV (2) 630 N. McClurg Ct. 
zn 11. Whitehall Phone. AA hr 
AAA m or sb $900, ID $450. vtr. H. Leslie 
Atlass vp & gm; Frank Atlass g sis m; 
CBS-TV Spot Sales rep 

Chicago, WBKB (7) 190 N. State St. zn 1. 
Andover 3-0800. A hr $3,000, m $750, ID 
$375. vtr. Sterling C. Quinlan we: Mathew 
E. Vieracker gm; Blair-Tv rep 

Chicago, WGN-TV (9) 441 N. “Michigan 
Ave. zn in Michigan 2-7600. A hr $2,100, 


m $500, ID $250. vtr. Ward i Quaal vp 
& gm; Bradley Eidmann sls m; Petry 
rep. 

Chicage, WNBQ_ (5) 


Meneses *= 

Plaza zn 54. Superior 7-8300. 
$4,500, AAA m $900, AAA ID S480" a 
Lloyd E, Yoder vp & aes Deck- 
er sls d. NBC Spot Sales 

Danville, WDAN-TV (24) 1500 N. Washing- 
ton Ave. 1700. A hr $150, m_ $25, ID 
Max Shaffer st m; John D. Eckert sls d; 
Everett-McKinney rep. 

Decatur, WTVP (17) Box oe, ae 

304. as hr $350, m $70, ID $35. Be 
Gill-Perna Mt, 

Harrisburg. ‘WSIL-TV (3) The Television 
Bldg. 21% W. Poplar St. Clearbrook 
3-7922., A hr $350, m $60, ID $30. O. L. 
Turner st m: alker-Rawalt rep. 

La Salle, WEE TV (35) Commercial Nat. 
Bank Bidg., Peoria. 9-3961 Peoria. Fred 

4 gm: Headley-Reed rep 

Peoria, WEEK-TV (43) 2907 Springtey 
Rd. 9-3961. AA hr $600, m $120, ID 
Fred M. Mueller vp & gm; John aie 
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sis m; Headley- —.. 

Peoria, WMBD- iat ty (31) SW _ Jefferson 
Ave. 6-0711. AA hr $500, m $100, ID $50. 
Robert O. Runnerstrom vp & 4 Y Wil- 
liam S. Dallman sls d; PGW 

Peoria, WTVH (19) 621 Main st "9-7211. 
AA hr m _ $100, ID $50. Harold V. 

Phillips sm: David J. Schlink sls m; 


Petry re 
Quincy, KHQA-T TV (see Hannibal, Mo.) 


y,. WGEM- TV (10) Hotel uincy. 

Quintdwin 2.6840. A hr $400, m $80, TD $40. 

Joe tebe. ‘= . Ben Stewart cni; 
Young rep. 


Rockford, WREX-TV (13) W. Auburn & 
Winnebago Rds. Woodland 8-1813. AA 
ar $550, m $125, ID $50. Joe M. — 
gm; Al Bilardello sls m; H-R re 

Reckford, WTVO (39) N. Meridian. Rd. 
3-5413. A hr $300, m_ $60, ID $30. Harold 
Froelich gm; Gene Denari sls m; Head- 
ley-Reed rep. 

Reck Island, WHBF-TV (4) 231—18 St., 
Telco Bid 65441. AA hr $900, 20 sec 
$225, ID 110. Leslie C. Johnson vp 7 
gm; Maurice Corken asst gm & sls d; 
Avery-Knodel rep. 

Springfield, WMAY-TV (36) spring 1959. 

Springfield, WICS (20) 523 E. Capitol Ave. 
2-2464. AA ur $400, m $80, ID $40. Sold 
with WCHU Champaign. Milton D. Fried- 
land gm; Warren R. King cm; Young 
rep. 


INDIANA 


Anderson, WCBC-TV (61) pL spring 1 1959. 

Evansville, WEHT (50) Harrison 
4-9215. AA hr $400, m $88, ID $40. Edwin 
G. Richter Jr. p = gm; oward D. 
Duncan sls m; Young rep. 

Evansville, WFIE- TV G4) 1115 Mt. Auburn 
Rd. zn 1z, Harrison 5-6201. AA hr $400, 
m $88. ID $44, E. Berry Smith vp & gm; 
Lee Browning g sls m; Raymer rep. 

Evansville, WT VW (7) 405 Carpenter St. zn 
3. Harrison 2-1121. AA hr $450, m_ $100, 
ID $45. Dick Shively al Al McKelfresh 
sls m; Hollingbery re 2 

Fort Wayne, WANE-TV a) 2915 W. Mate 
Blvd. Anthony 9411. AA hr $500, m $11 
ID $55. Reid G. Chapman vp. s gm; tae 
J. Keenan sls m; Petry 

Fort Wayne, WKJG-TV 33) P0633 West 
State Blvd. Anthony 2295. AA hr $500, m 
$100, ID $50. Edward G. Thoms vp & 
gm; Carleton B. Evans sls m; H-R rep. 

Fert Wayne, WPTA-TV (21) 3333 Butler 
Rd. Anthony 7125, AA hr $500, m $100, 
ID $50. Ronald R. oa gm; Richard D. 
Morgan cm: Youn 

Indianapolis, WFBM- Tv Pie) 1330 N. Merid- 
ian St. zn 2. Melrose 4-8521. AA hr $1,300, 
m $300, ID $150. Eldon Come vp & 
gm: Don Menke cm; Katz re 

Indianapolis, WISH-TV (8) 1440 ” Merid- 
ian St. zn 2. Melrose 4-6411. AA hr $1,400. 
m $300, ID $150. vtr. Robert B. McCon- 
= vp & gm; Joseph Lake cm; Bolling 


Endianapelia, WLW-I (13) 1401 N. Meridian 
St. zn 2. Melrose 9-2311. AA hr $1,100, 
m $270, ID $135. John B. Babcock gm; 
Bob Lamb sls m; Crosley, Tracy Moore, 
Bomar Lowrance reps. 

Indianapolis-Bloomington WTTV (4) 3490 
Bluff Rd., indienapelie. State 7-2211. AA 

$100. Herb — gm; Frank 
Willis g sls m: Meeke >. 

Lafayette WFAM-TV (59) > Lane. 
Gibson 7-2186. AA hr $150, $25. ID 
$12.50. Henry Rosenthal vp es gm: Dick 
Pittenger cm; Rambeau, Vance, Hopple 
rep. 

Muncie, WLBC-TV (49) Radio Center, Box 
271. Atlas 8-4403. A hr $225, m $50. W. F. 
Craig vp: Hal Holman rep 

South Bend, WNDU-TV (16) Pox 989. Cen- 
tral 3-7111. AA hr $500, m $100, ID $50. 
Bernard C. Barth vp & gm; William 
Thos. Hamilton sls m: Petry rep. 

Seuth Bend, WSBT-TV (22) Broadcast Cen- 
ter, 300 W. Jefferson Blvd, zn 1. Central 
3-3141. AA hr $500. m_ $100, ID $50. Neal 
S.  Srasee gm, Will Darch cm; Raymer 


South Bend-Elkhart WSJV-TV (28) Box 
28. South Bend. —< th 
2-2828. AA hr $400, 
S POR rey vp & gm; Wisse Doyle nat sls 
m;: 

Terre Haute. “WTHI-TV (10) 918 Ohio St. 
Crawford 9481. AA hr $600, m $120, ID 
$60. J. M. Higgins gm; Louis A. Froeb 
sls m; Bolling rep. 


IOWA 


Ames, WOI- ay (5) Iowa State College 
Cedar 2-3400, ex 831. A hr 
ID $70. Robert C. Mulhall un: Ted 
_ Tostlebe cm; H-R re 

TV (9) 104% 


Bopite KCRG- 

1st St. Empire 4-4194. AA hr $500, 

m $100, ID $50. Redd Moe pred gm; Eu- 
gene E. McClure cm: Weed rep. 

Cedar Rapids, WMT-TV (2) Paramount 


Theater oy Empire 4-0171. AA hr $625, 
m $135, ID $67.50. vtr. William B. Quar- 
ton exec vp; Lew Van Nostrand vp sis; 


Katz rep. 

Davenport, WOC-TV (6) 805 $235, 1D t. 3- 
3661. AA hr $900, 20 sec D $110. 
Ernest C. Sanders res m; Shaffer 
sis m; PGW_ rep 

Des Moines, KRNTTV - KRNT Center, 


Robert Dillon 
vp & gm: Paul Elliott nat. sls m; Katz 


rep. 

Des Moines, WHO-TV (13) 1100 Walnut 
St. zn 7. Atlantic 8-6511. AA hr $750, m 
$150, ID $75. Paul A. Loyet eve & res m; 
Robert H. Harter sis m: rep. 

Ft. Dodge, KQTV (21) o12—Ist Ave. S. 
4-0311, AA hr $150, m $40. ID $25. Edward 
Breen p & gm; Rollie Camp sis m; Pear- 
son rep. 

Mason City, KGLO-TV (3) 2nd & Pennsyl- 
vents. Garden 3-25440. A hr $450, nm —. 
D $45. Herbert R. Ohrt exec vp & 
Waiter J. Rothschild nat sls m; eed 


rep. 

Ottumwa, KTVO (see Kirksville, Mo.) 

Sioux City, KTIV (4) 10 - & Grandview. 
8-0545. AA hr $400, 


Dietrich Dirks & ay Gene Flaherty 
vp & sis m; Holling bery rep 

Sioux Cp KVTV (3) Ly * . Douglas, zn 1. 
2-2711. AA hr $425, m ID $50. Don- 
ald D. Suitivan -_ 4, ry ‘gm: Al Shore 
loc sis m; Katz 

Waterloo KWWL Vm inepeonee ee. 
E 4th Franklin. Adams 4 r 
$625, m $125, ID $62.50. Ralp - J. Me- 
Elroy gm; James S. Dugan eat sls m; 
Avery-Knodel rep. 


KANSAS 


Dodge City, KTVC (6) 705%4—2nd St. 
Hunter 3-6666. AA hr $130, m $28.60, ID 
$14.30. Wendell Elliott vp, gm & sis m; 
Katz rep in conjunction with KAKE-TV 
Wichita. 

Garden City, KGLD-TV (11) Satellite of 

KCKT Great Bend. 

Goodland, KBLR-TV (10) Leslie E. Whitte- 
more p & gm; Jack Walkmeyer sls m; 
Gill-Perna re 

Great gyi KCKT (2) Box 182, Gladstone 
3-7868. AA hr $300, m $60, ID $30. E. L. 
a m & sls =: Bolling rep. 

Hays, KAYS-TV (7) 2300 Hall. Market 4- 
2578. A hr $150, m $33, ID $12.25. Robert 
E. Schmidt gm; Don Lowrey sls m; 
Katz rep. 

Hutchinson-Wichita KTVH (12) 1800 N. 
Plum, Hutchinson. Mohawk 5-5503. AA 
hr $700, m $145, ID $67.50. Howard O. 
Peterson gm: M. Dale Larsen asst gm; 
Blair Television Assoc. rep. 

Pittsburg-Joplin, Mo. KOAM-TV (7) Pitts- 

burg. 2508 A hr $360, m $80, ID $40. 
R. E. Wade a gm & sis m: Katz rep. 

Topeka, WIBW-TV (13) Box 119, Broad- 
east Hill. Crestwood 2-3456. AA hr $550, 
m $110. ID $55. Thad M. Sandstrom gm; 
Ray ao nat sls coordinator; Avery- 
Knodel r 

Wichita, KAKE- TV (10) Box 1010. White- 
hall 3-4221. AA hr $700, m $165. ID. $83. 
Martin Umansky vp & gm; Donivan D. 
Waldron nat sls m; Katz re cP. 

Wichita, KARD-TV (3) 833 Main St. 
zn 6. Amherst 5-5633. AA hr 3750 m $165, 
ID $83. William J. Moyer exec vp & gm; 
Don Sbarra vp & sls d: Petry rep. 


KENTUCKY 

Henderson, WEHT (see Evansville. Ind.) 

Lexington, WKYT (27) Box 655, 1087 New 
Circie Rd., N.E, 2-2533. A hr $175; m $35, 
ID $21. Robert a —, gm; Ray 
Balsom sls m; Yo rep. 

Lexington, WLEX- TV (18) 134 N. Lime- 
stone St. 4-8747. r $218.50, m $36.56, 
ID $21.85. only > y “Barfield zm; Jim 
Pennock sls m: Bollin 

Louisville, WAVE: TV (3) Bt E. Broadway 
zn ee © . AA hr $1,100, wt. 
$250, ID $115. Nathan Lord vp & 
Falph- Jackson cm; NBC-TV Spot sales 


rep. 

Louisville, WHAS-TV (11) 525 W. Broad- 
way. Juniper 5-2211. A hr $1,000, m $200, 
ID $100. vtr. Victor A. Sholis vp & d; 
Albert J. Gillen sls d; Harrington, 
Righter & Parsons rep. 

Paducah, WPSD-TV (6) 100 Se 
Lane, Box 1037. 2-8214. AA hr $400, m 
$80. ID $40. Sam Livingston gm; Charles 

Neel sls m; Pearson rep. 


LOUISIANA 


Alexandria, KALB-TV (5) 605-11 Washing- 
ton St. 5-2456. A hr $250, m $50, ID $2 
Willard L. Cobb sm & at a m; J. 
Sexton loc sls m: Wee 

Baton Rouge, WAFB-TV waa ‘929 Govern- 
ment St. Dickens 4-8571. A hr $250, AA m 
$50. I 25. vtr. Tom E. Gibbens p & gm 
Mervyn Rhys cm; Blair Television Assoc. 
rep. 


Baton Rouge, WBRZ (2) 1650 Highland 
Rd. Dickens 8-1491. AA hr $500, m $125, 
ID $62.50. Douglas L. aenee P & gm; 
Jules L. Mayeux sis m; Hollingbery rep. 

Lafayette, KLFY-TV (10) 1301 Oak Ave. 
Center 5-9494. AA hr $250, m $65, ID $25. 
Dierrell Hamm gm; ‘and Corley sis m; 
Richard O'Connell re 
Lake Charles, KPLC-TV (7) 320 Division 
St. Hemlock 6-3631. AA hr $300, m $60, 
ID $30. Pelham Mills Jr. gm; Art Reuben 
asst & cm; Weed r FoR, 

Lake Charlies, KTAG-TV (25) 645—15th St.. 
Box 1 emiock 9-9413. A hr $150, m 
. ID $12.50. Raymond Dorsey gm: 

arper Clark m; Pearson re 

Monroe, KTVE (see El Dorado, Ark.) 

Monroe, KNOE-TV (8) Oliver Rd., Box 
1472. Fairfax 2-8155. AA hr $400, m $80, 
ID $40. Paul H. Goldman exec vp & gm: 
Jack Ansell Jr. vp sis; H-R rep. 

New Orleans, WDS Ty (6) 520 Royal %. 
Tulane 4376. AA hr $1,100, m $250, 
$125. vtr. Robert D. Swezey exec 
gm; A Louis Read vp & cm; Blair’ Ty 


rep. 

New Orleans, WIJMR-TV (13) 1422 Cleve 
land Ave. zn lz, Ja 22481. AA hr $800, 
m $175, ID $87.50. Joseph A. Paretti p 
& gm; John _H. Bone cm; Weed rep 

New Orleans, WWL-TV (4) 1024 N. Rom- 
part St. Express 4444. AA hr $900, m 
$235, ID $120, vtr. Larry Carino acting 
m: Katz r -— 

Shreveport, SLA-TV (12) Washington- 
Youree Hotel, Box 92. 4-8101. A hr $550, 
AA m $150, ID $75. Ben Beckham Jr. gm; 
Deane R, Flett sis m; HRP rep. 

Shreveport, KTBS-TV (3) 312 E. King's 
Hwy. 7-3644. AA hr $550, m $150, ID $75. 
E, Newton Wray p & gm: Joe B. Fos.er 
sls m; Petry rep. 


MAINE 
Bangor, WABI-TV (5) 57 State St. 6446. 
AA hr $375, m $75, ID $40. Richard B 
Bronson st m .—% C. McCausland sis 
m; Hollin abery Te 
Bangor, WLBZ-TV rs) 7 Main St. 2-4822. 
AA hr — = $75, ID $37.50. Rudolph 
Maicoux gm sls m; Weed rep. 
Portland, Wi CSM TV © 157 Mich St zn. 3 
Spruce 2-0181. AA hr $500, m $100, ID 
. Jack S. Atwood st m; Bruce McGor- 
rill nat sls m; Weed re re, 
Portland, WGAN-TV (13) Congress St 
= 3. Spruce 2-4661. AA hr $500. m $100, 
D $50. Samuel G. Henderson Jr. st m:; 
Rickera E. Bates nat sls m; Avery- 
Knodel rep. 
Portiand, WMTW-TV A 477 Congress St. 
Spruce 3-5665. AA hr $500, m $100, ID 
John W. Guider'p & gm: Robert L 
May nard asst & pA m; HRP rep. 
Presque Isle, W GM-TV (8) 489 Main St. 
9-2461. AA hr $225, m $45, ID $27.50. 
Stanley A. Lyons st m: Forrest J. Craig 
sis m; Hollingbery rep. 


MARYLAND 

Baltimore, WBAL-TV (11) 2610 N. Charles 

= zn ‘e Hopkins 7-3000. AA hr $1,500, 

», $175. Brent O. Gunts st m; 
Willis K Freiert asst st m & sis m; 
Petry rep. 

Baltimore, WJZ-TV wt foermen Hill zn 
11. Mohawk 4-7600. hr $1,540, m $350, 
ID $175. vtr. John "e Meclay gm; Joseph 
P. Dougherty ra m: Blair-Tv rep 

Baltimore, MAR-TV (2) Baltimore & 
Charles St zn 3. Mulberry 5-5670. AA hr 
$1,500. m $400, ID $175. E. K. Jett. vp & 
gm; Tony Lang sls m: Katz rep. 

P.M, WBOC-TV (16) Radio-Tv Park 
Pioneer 9-6131. A hr $200, m $37.50, ID 
$20. Charles J. Truitt, vp, gm & nat sis 
m: Wendell H. Henry loc sls m; Head- 
ley-Reed rep. 


<3 


MASSACHUSETTS 


Adams, WCDC (19) Len — 1 - a res m. 
Satellite of W-TEN Albany, a 
Boston, WBZ-TV (4) 1170 Soldiers Field 
Rd zn 34. Algonquin 45670. AA hr 
$2,400, m $590, ID $295. vtr. F. A. Tooke 
gm; J. E. Allen sis m; PGW rep 
Boston, WHDH-TV (5) 6 St. James Ave 
$600 1 Hancock 6-5500. A hr $3.000. m 
ID $300. vtr. William B. McGrath 
YP --» § mng d; — M. Tanger vp & 
sls d; Blair-Tv re 
Boston, WNAC-TV. Py 21 Brookline Ave. 
Commonwealth 6-0800. A hr $2,200, m 
ID $170. Norman Knight p; 
Thomas H. Bateson vp sis; H-R rep 
Boston, WMUR-TV (see Manchester, 


N. 

Springfield-Holyoke, WHYN-TV (40) 1300 
Liberty. Republic 4-1126, AA hr $600. m 
ss ID $60. Charles N. DeRose vp & 

; Zack Land sls m; Branham rep 

Springfteld, ae (22) Box 2210. State 
5-5311 r $700, m $170, ID $70. Wil- 
liam i gt ie. p & gm: James H 
Ferguson Jr. g sls m; Hollingbery rep. 
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Weneqeter, WWOR (14) Box 2210, Spring- 
field zn 1. Swift 9-4800. A hr $300, m $60, 
“ID $30. Francis 3. Doherty Jr. st m; 

Robert Hedin sis m; Hollingbery rep. 


MICHIGAN 
Bay City-Flint, WNEM-TV =~ Rishee Air- 
port, Flint. Cedar 5-3555. hr $800, m 


$160, ID $80. 7 —~ “ar. p; Russell 
Gohring a — 
Caditine, w a us) rit N "Mitchell St. 
rospect AA hr $400, 
$40. Gene ee gm; Daryl "Sebastian 
asst gm; Hollingbery rep. 

Cheboygan, WTOM-TV (4) Paul Bunyan 
Blug., Traverse City. Windsor 7-7o7o, AA 
hr $200, m $40, ID $20. Robert Mills st m; 
Robert E. Detwiler sis m; Hal Hoiman 
rep. 

Detroit, CKLW-TV (9) 3300 Guardian 
Bldg. zn 26. Woodward 1-7200. AA hr 
$1,600, m $320, ID $130. J. kK, Campeau 

& gm; Norman Hawkins nat sis m; 
oung rep. 

Detroit, WJBK-TV_ (2) 7441 Second Blvd 
zn 2. Trinity 3-7400. AA hr $2,600, m 

vtr. Bill Michaels vp & 
mng. d; Keith T. McKenney loc. sis m; 
Katz rep. 

Detroit, WWJ-TV (4) 622 W. Lafayette 
zn 31. Woodward 2-2000. AA hr , 700, 
m $660, ID $330. vtr. Edwin K. Wheeler 
gm; Ray W. Colie nat sls m; PGW rep. 

Detroit, WXYZ-TV (7) 1700 Mutual Bidg 
zn 26. Woodward —, AA hr $2,400, 
= $700, ID $300. Jo F. Fival vp chg 

Ralph Dawson = yt Blair-Tv rep. 

wae, WAJIRT (12) 2302 Lapeer Rad zn 3. 
Cedar 96611. AA hr $700, m $140, ID 
$70. vtr. A. Donovan Faust st m; James 
P. White sls m; HRP rep. 

Grand Rapids, WOOD-TV (8) 120 College 
Ave SE zn 3. Glendale 9-4125. AA hr 
$1,175, m $270, ID $135. Willard 
Schroeder p & gm; Jack Markward sls 
m; Katz rep. 

Kalamazoo, WKZO-TV (3) 590 W. Maple. 
Fireside 5-2101. AA hr $1,300, m $270, ID 
$135. Carl E. Lee exec vp & mng d; Von- 
ald W. DeSmit Jr. sls m; Avery-Knodel 
rep. 

Lansing, Jackson, Battle Creek, WILX-TV 
(10) Hotel Hayes, Jackson. State 3-2621. 
AA hr $800, m $160, ID $80. John C. 
Pomeroy p & gm: Martin Giaimo g sls m; 
Venard, Rintoul & McConnell rep. 

Lansing, WJIM-TV (6) 2820 E. Saginaw. 
Ivanhoe 2-1333. AA hr $1,000, m $2v0, ID 
$100. Harold F. Gross p = oe: ea rep. 

Marquette, WDMJ-TV_ (6) Wash- 
ington St. Canal 63524. A a $200, m 
$40, ID $20. W. H. A gan gm; Robert 
Luke st & sls m; Weed r 

Saginaw, WKNX- TV (57) oT S. Washing- 
ton Ave. Pleasant 3-4471. A hr $375, m 
75, ID $37.50. William J, Edwards p & 
gm; Robert M. Chandler cm; Gill-Perna 


rep. 

Traverse City, WPBN-TV (7) Paul Bunyan 
Bldg. Windsor 7-7675, AA hr $200, m $48, 
ID $24. John Anderson st m; Robert E. 
Detwiler sls m; Hal Holman, rep. 


MINNESOTA 
Alexandria, KCMT (7) 7th & Fillmore. 
Rockwell 3-5166. A hr $200, m $40, ID 
$20. Glenn W. Flint gm; Gid Klein rgnl 

sls m; Avery-Knodel rep. 
Austin, KMMT (6) Hemlock 3-8836. AA hr 
$250, m $50, ID $25. Thomas L. Young 
gm; Don Jones loc sls m; Avery-Knodel 


rep. 

Duluth, KDAL-TV (3) 10 E. Puperios * 
zn 2. oe 2-4466. AA $500, 
$110, $50. Odin S. Hanwiasa ans 
John Graniy sls m; Avery-Knodel rep. 

Duluth-Superior, Wis., WDSM-TV (6) 230 
E. Superior St zn 2. "Randolph 7-8484. AA 
hr $500, m_ $110, ID $50. Clarence D. 
Tully gm; Carlo Anneke g sis m; PGW 
rep. 

Minneapolis, KMSP-TV (9) 180 Foshay 
Tower zn 2. Federal 9-8811. AA hr $1,200, 
m $240, ID $96. vtr. Donald Swartz p & 

gm; Richard Butterfield sls m; H-R rep. 

Minneapolis-St. Paul, KSTP-TV (5) 3415 
University Ave, St. Paul. Midway 5-2724. 
AA hr $1.650 m $420 ID $190 Stanley 
E. Hubbard p & on: Marvin Rosene vp 
& sis m; Petry re 

Minneapolis, WoCO-TV (4) 50 S. 9th St. 
Federal 8-0552. AA hr $1,600. m $600, 
ID $200. vtr. F. Van Konynenburg exec 
vp: Robert N. Ekstrum g sls m; PGW 
rep. 

Minneapolis, WTCN-TV (11) 2925 Dean 
Blvd zn 16. Walnut 7-8881. AA hr $1,200, 
m $340, ID $150. Phil ee Bg & gm 
James R. Hoel sis m; Kat 

Rochester, KROC-TV (10) 400 Pist Ave 
Bidg. Atlas 9-3924. AA hr $300, m $60, 
ID $30. G. David Gentling vp & gm; 
Willard Lampman sls & st m; Meeker 
rep. 
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MISSISSIPPI 

Columbus, WCBI-TV (4) Gilmer Hotel. 
Fairfax’ 8-5631. A hr $180, m $35, ID $15. 
P. B. Hinman st m; W. Whitfield 
sis m; Everett-McKinney rep. 

Greenwood, WABG-TV (6) Cy N. Bahakel. 

Hattiesburg, WDAM-TV (%) Box 1649. 
Juniper 4-8441. AA hr $200, m $40, ID 
$2U. Marvin en Big & gm; verry 
Keith sis m; Pears 

Jackson WJTV a2). Box 8187. Fleetwood 
4-2512. AA hr $450, m =e. ID $50. Owens 
F. Alexander st m nat sis m; Bill 
Carlier loc sis m; Katz rep. 

Jackson, WLBT (3) 715 S. Jefferson, zn 2. 
Fieetwood 2-2691. AA hr $490, m $12u, ID 
$50. Fred L. Beard gm; Frank Gentry cm; 
Hollingbery rep. 

Meridian, WTOK-TV (11) Southern Bldg. 
3-1441. A hr $275, m $55, ID $27.50. 
Robert F. Wright p & gm; W. B. Crooks 
Jr. vp & cm; Headley-Reed rep. 

Tupelo, WTWV (9) Beech Springs Rd. 
Vinewood 2-7620. A hr $200, m $40, ID 
$24. Frank K. Spain p & an; Charles 
H. Hicks cm; Jack Masla rep. 


MISSOURI 

Cape Girardeau,KFVS-TV (12) am Broad- 
way. Edgewater 5-5511. AA hr $600, m 
$120, ID $60. Robert O. Hirsch st m; 
Jack Ramey sls m; Headley-Reed rep. 

Columbia, KOMU-TV (8) Hwy ss & q . = 
son 2-1122. AA hr $300, m $60, ID $30. 
Glenn G. Griswold gm; John O. Coaseli 
em; H-R rep. 

Hannibal-Quincy, Ill., KHQA-TV > WCU 
Bidg., Quincy. Baldwin 2-6200. A hr $400, 
m $80, 1D $40. Walter J. Rothschild gm 
& nat sis m; Weed rep. 

Jefferson City, KRCG-TV (13) Callaway 
Hills Farms. Hwy 54 N. 6-6188. AA hr 

m $60, ID $30. Robert Blosser gm; 
Ron’ Maxwell sis m; Blair Television 
Assoc. rep. 

Joplin, eee’ “g! (12) 1928 W. 13th. May- 
lair '3-7260. r $300, m $67.50, ID 
Harry D. WS vp & gm; D. T. Knight 
sls m, Avery-Knodel rep. 

Kansas City, KCMO-TV (5) 125 E. 3l1st St 
zn 8. Jetferson 1-6789. AA hr $1,350, m 
$300, ID $150. vtr. E. K. Hartenbower 
gm; S. B. Ltrembie st m; Katz rep. 

Kansas City, KMBCU-TV (9) KMBU Bidg, 
llth & Central. Harrison 1-2650. AA % hr 
$660, m $300, ID $150. vtr. John T. Scnill- 
ing exec vp & gm; George J. Higgins vp 
& ioc sis m; PGW rep. 

Kansas City, WDAF-TV (4) 3030 Summit 
St. Plaza 3-4567, A hr $1,300, m $300, ID 
$150. vir. William A. Bates gm; E, Manne 
Russo g sis m; HRP rep 

Kirksville-Ottumwa, Ia., PKTVO (3) 209 E. 
Second St, Ottumwa. Murray 2-4535. A 
hr $300, m $60, ID $30. Berg Allison st 
m & sis m; Hollingbery rep. 

St. Joseph, KFGO (2) 40th & Faraon. 
Adams 3-2528. AA hr $500, m $100, ID 
$50. Theodore M. Nelson exec vp; Carle- 
ton —_ sls m; Blair Television 
Assoc. 

St. pony ‘MOX-TV (4) 12th & Cole zn 6. 
Main 1-9100. AAA hr $1,900, A m $330, 
ID $150. Gene Wilkey gm; Charles Mc- 
Abee ¢ sis m: CBS-rV Spot Sales rep. 

St. Louis, KPLR-TV (11) vtr. James L. 
Caddigan exec vp pa mn: James E. Gold- 
smith sls d; PGW 

St. Louis, KSD-TV ie 1111 Olive St zn 1. 

é A $1,750, m D 
$165. Harold Grams gm; pm 4 E. Yeldell 
; NBC Spot Sales 

St. Louis, KTVI (2) 5915 ‘Berthold Ave. 
zn 10. Mission 7-3600. AA hr $1,150, m 
$287, ID $145. J. J. Bernard vp & gm; 
Paul R. Litt loc. sls m; Blair-TV rep 

Sedalia, KMOS-TV (6) 2100 W Ae. 
Tayior 6-1651. A hr $100, m $40, ID $20. 
John Garner gm; Will Davis sls m; 
Pearson rep. 

Springfield, KTTS-TV 4 Pa 1716 SSS 
zn 4. University ae r $350, AA m 
$96.25. ID $43.75. G. Ranma Ward vp & 
gm; Jack Lloyd sls m: Weed rep. 

Springfield, KYTV (3) 999 W. Sunshine. 
apy 6-2766. AA hr $325, m $81.25, 

D $40.65. vtr. Carl Fox and R. L. Stuffle- 
oe co-managers; R, L. Staufflebam cm; 
Hollingbery rep. 


MONTANA 
Bare, KGHL-TV oo 214 N. 30th, 2-4641. 
A hr $200, m $45, ID $22.50. J. L. Robin- 
— gm; Robert cea sls m; Young 


Billings, KOOK-TV (2) Box 2557. 2-5611. 
A hr $250, m $60, ID $30. Joseph S. 
Sample gm; John H,. Conner cm; Gill- 
Perna _ rep 

Butte, KXLF-TV (4) 1003 S. Montana. 
2-9111. A hr $200, m $40, B. 
ener st m; Arne Anzjon sls m; Sky- 
ine rep. 

Glendive, KXGN-TV (5) 122 S. Merrill 


Ave. Empire 5-3377. premium hr $125 
m $25, ID $12.50. Daniel C. — gm: 
Kari Johnson sls d; Forjoe 

Great Falls, KFBB-TV (5) Box 3 1139. Glen- 
dale 3-4377. AA hr $200 ID 
J. P. Wilkins p & gm; wo Cc. Blanchette 
st m & cm; Blair Television Assoc. rep, 

Great Falls, KRTV (3) 15th ~~" N. of 
sane Eagie. a 3-2433. A hr $200, 

m a $20. Dan Snyder p, gm & sls 
rep. 

Kalispell, KULR (9) ary! ot. 
line 6-5056. A hr $1 20° tb Sib 
Son Hayes gm; Dick Vick = B, _ 
ald Cooke rep, 

Missoula, KMSO-TV (13) “4 W. Main zn 
1. Li 9-4169. AA hr $200, m $40, $20. 
A. J. Mosby p & gm; Stanley Deck sis 
m; Forjoe rep. 


NEBRASKA 
Hastings, KHAS-TV (5) Box 476. 3-1321. 
A hr $300, m $60, ID $30. Duane L. Watts 
ome Robert E. Schnuelle opertns m; 
weed rep. 

Hay Springs, KDUH-TV (4) Box 64. Mel- 
rose 8-2741. Satellite of KOTA-TV Rapid 
City, S.D 

Hayes Center, KHPL-TV (6) AA hr $350, 
m $70, ID $35. Jack Gilbert st m; Paul 
Freygang rgni sls m; Meeker rep. Satel- 
lite of KHOL-TV Kearney. 

Kearney, ty. (13) Holdrege, Neb. 
Wyman 5-5952. hr $350, m $70, ID 
$35. Jack Gilbert ee m; Paul Freygang 
rgnl m; Meeker rep. 

Lincoln, KOLN-TV (10) 40th & W Sts. 

2367. AA hr $450, m $100, ID $45. A 
James Ebel vp & gm; Lester C. Rau sls 
m; Avery-Knodel rep. 

McCook, KOMC (8) Satellite of KCKT 
Great Bend, Kan. 

North Platte, KNOP-TV (2) Box 756. Len- 
nox 2-2222. A ar $150, m $36, ID $18. 
Bob Riedy gm; Howard Morgan opertns- 
sls m; Hal Holman rep, 

Omaha, KETV (7) 27th & Douglas Sts. 
zn 31. Harney 7777, AA hr $900, m $225, 
ID $112.50, Eugene S. Thomas vp & gm; 
Robert O. Paxson sls m; H-R rep. 

Omaha, KMTV (3) 2615 Farnam St. 
Harney 3333. AA hr $900, m $225, ID 

$115. Seen Saddler exec vp & gm; Arden 
? Swisher g sls m; Petry rep. 

Omaha, WOW-TV (6) Insurance Bldg zn 2. 
Webster 3400. AA hr $900, m $2 ID 
$112.50. vtr. Frank P, feet “es = ‘gm; 
Fred Ebener sis m; “1V 

Scottsbluff, KSTF (10) Satellite of kr BC- 
TV Cheyenne, Wyo. 

NEVADA 

Las Vegas, KLAS-TV (8) 250 E. Desert ie 
Rd. Dudley 2-6138. A hr $250, m $50, 
$25. Howard Kalmenson st m; Shan 
White sls m; Weed rep. 

Las Vegas, KLRJ-TV (2) 4850 Boulder 
Hwy. Dudley 2-1760. AA hr $300. m $60, 
ID $40. William D. Stiles gm; Allen W. 
Dunn nat sls m; Avery-Knodel rep. 

Las Vegas, KSHO-TV (13) El Rancho 
Vegas Hotel. Dudley 2-8010. A hr $200, 
m $40, ID $20. Alex Gold gm; Walt 
Shull loc sis m; Forjoe rep. 

Reno, KOLO-TV (8) 770 E. 5th St. Fair- 
view 3-0721. AA hr $400, m $80, ID $40. 
Lee D. Hirshland gm; Don S. Thomp- 
son sls m; Headley-Reed rep. 


NEW HAMPSHIRE 

Manchester, WMUR-TV (9) 1819 Elm St. 
National 3-8061. AA hr $500, m $100, ID 
$50. Gordon E, Moore st m & sls m; 
Weed rep. 

Mt. Washington, WMTW (see Poland 
Spring, Me.) 

Winchester, WRLP (32) Box i‘? North- 
field, Mass. Northfield 336. AA hr $200, 
m $40, ID $20. Burleigh Brown pgm m; 
Horace W. Nichols sis m; Hollingbery 
rep. 

NEW JERSEY 

Newark, WNTA-TV (13) 1020 Broad St 
zn Barclay 7-3: . AA hr $2,000, m 
$300, ID $120. vtr. Malcolm C. Axeia vy 

gm; Donald J. Quinn g sls m* Niac 
rep. 
NEW MEXICO 
KGGM-TV (13) 1414 Coal 
Chapel 3-2285. AA hr $400, m 


$5, ip $45. A. R. Hebenstreit ps 
R. C. ‘‘Dusty’’ Rhoads cm; ran 


Alpeanaege 


rep. 

Albuquerque, KOAT-TV (7) 122 Tulane 
S.E. Alpine 5-8716. AA hr $300, m $75, 
ID $38. — 
Bolling rep. 

Aibequereuc, KOB-TV (4) 1430 Coal Ave 
SW. Chapel 3-4411. AA hr $450, m $85, 
ID $45. George S. ge ne gm; Robert 
Williams sls m; Pet 

Carlsbad, KAVE- TV 6) 2907 W. Church 


Sklower m & sls m; 





Se 


A 


ws 


_——_— 


eo rT FF wr 


- 


of gt 


ie 


oo. DOD Bee Be 


or @ 





St. Tuxedo 5-41U1. A hr $15U, m $30, ID 
_ — Wiseheart gm & sis m; Bran- 


Chevis, "RICA-TV Gs) 1000 oo toamore sis. 
Porter 3-5511. = a. > 
. H. Morris rer im’ Wilkes es 
am 


(8) 1717 W. Second 
see. A hr $250, m , ID 
$30. oo . Barnett o & gm; Paul B. 
McEvoy sis m; Mee ir, Melville reps. 
Santa Fe, KVIT (2) spring 1959. 


NEW YORK 
bany, WAST (13) 15 N. Pearl St., 

a, 5-5291. A hr $800, m $160, ID 
$80. William A. Riple gm Dom Tovino 
sis m: Venard, Rintoul & McConnell rep. 

Albany, W-TEN (10) Box 10 zn 1. 3-2225. 

A hr $900, AA m $175, ID $87.50. Thomas 
$ Murphy gm; William Lewis sis m; 
Blair-Tv rep. 

Binghomten WINR-TV (40) 70 Henr 
3-821. A hr $300, m $60, $30. a 
F. Milligan m; Robert Trevitt loc = 
m; Everett- cKinney, rep. 

Binghamton, WNBF-TV (12) Box 48, Ray- 
mond 3-7311, AA hr $1,000, = a ID 
$100. George R. yg gm; E, M. Scala 
tv sis m; blair-Tv r 

Buffalo, WBEN-TV (4) *Statler-Hilton Ho- 
tel zn 2. Mohawk 0930. AA hr $1,270, m 
$250, ID $125. George R. Serge st m; 
Nicnolas v. Malter sis m; hac : 

Buffalo, WGR-TV. (2) 184° Barton ‘St zn 
13. Summer 7115. AA hr $1,200, m $25) 

ID $130, vtr. Van Beuren W. DeVries o 
& gm; G. Paschall Swift sls m; PGW 


rep. 

Buffalo, WKBW-TV (7) 1420 Main St. 
Clinton H. Churchill p & gm; Thomas 
E. Martin sis m; Avery-Knodel rep. 

Carthage- Watertown, WCNY-TV (7) Box 
211. Watertown, Sunset 2-1800. A hr ; 
m $60, ID $30. James W. Higgins tv d; 
Alfred M. Tauroney nat sls m; Weed rep. 

Elmira, WSYE-rv (18) Hawley Hill. Re- 
gent 3-5536. Paul a m. Satellite of 
WSYR-TV Sree use, vt 

New York, C-TV (7) me W. 66th St 
zn 23. Susque conn 7-5000. AA hr $4,250, 
m $1,100, ID $550. vtr. ey Stamler vp 
& gm; James E, Szabo g sls m; Blair-Tv 
rep. 

en York, WCBS-TV (2) ny Madison Ave 
zn 22. Plaza 1-2345. AA hr $8,250, AAA _ 
$2,100, AAA ID ~ eo vtr. Frank J. 
Shake: speare Jr. ; Norman aT 3 
g sls m; CBS-TV - rot Sales r 

New York, WNEW-TV eo 4 al ‘67th St 
zn 21. Lehigh 5-1000. $3,000, m 
$500, ID $200. vtr. Bennet aL Korn vp 
tv opertns; Weed re 

New York, WNTA-TV Pisce Newark, J.) 

New York, WOR-TV (9) 1440 Broadway. 
Longacre 4-8000. A hr $2,000, m $500 
$200, vtr. Robert Leder gm; William P 
Dix, Jr. sls m; WOR-TV Sales rep. 

New York, WPIX (11) 220 E. 42nd St zn 
17. Murray Hill 2-6500. A hr $2,000, m 
$500, ID $175. vtr. Fred M. Thrower vp 
& 38 John A. Patterson vp & sls m; 
PGW rep. 

New York, WRCA-TV (4) 30 Mecieteier 
Plaza zn'20. Circle 7-8300. AAA hr $9,200 
m $2,300, ID $1,100. vtr. William N. 
Davidson vp & gm; Max E, Buck st m; 
NBC Spot Sales rep. 

Plattsburgh, WPTZ (5) 357 Cornelia St. 
3070. AA hr $400, m $80, ID $40. George 
Baren Bregge vp & gm; Lincoln Mayo 
loc. sls m: Blair Television Assoc. rep. 

Rochester, WHEC-TV (10) 191 ¥ Ave zn 4. 
Baker 5-3050. AA hr $800, $180, ID 
$90. Lowell H. MacMillan — & gm; 
LeMoine C. Wheeler g sls m; Bolling 
rep 

Rochester, WROC-TV (5) 201 Humboldt 
St zn 3. Butler 88400. A hr $800, m, 
$200. ID $100. Gunnar O. Wiig gm; John 
W. Kennedy Jr. g sls m; PGW rep. 

Rochester, WVET-TV (10) 17 S. Clinton 
Ave zn 4. Hamilton 6-4820. A hr $800, 
AA m $180, ID $90. Ervin F. Lyke p & 
m; Arthur Murrellwright g sls m; 

olling rep. 

Schenectady, WRGB (6) 1400 Balltown Rd. 
zn 9. Franklin 7-2261. AAA hr $1,250, m 
$225, ID $112.50. vtr. J. Milton Lang gm; 
George Spring sls m; NBC Spot Sales 
rep. 

Syracuse, we (8) 101 Court St zn 
8. Granite 4-8511. AA hr $1,000, m $250, 
ID $125. Paul Adanti vp & Mvg Fred 
Menzies cm; Kat —- 

Syracuse, WS¥it TV (3) 1030 James St. 
Granite 4-3911. A hr $1,100, m, $225, ID 
$112.50. vtr. E. R. Vadeboncoeur p & 
zm; William R. Alford Jr. cm; HRP rep. 

Utica, WKTV (2) Smith Hill Rd., Redwood 
3-0404. A hr $550, m $140, ID $62.50. Gor- 
don Gray p & gm; Michael C. Fusco st m 
&cm; H-R rep. 


NORTH CAROLINA 
Asheville, WISE-TV (62) 92 Haywood St. 


Alpine 3-5381. A hr $150, m $30, ID $15. 
Harold H. Thoms p; Broadcast Time 
Sales rep. 

yy WLOS-TV (18) 288 Macon Ave. 
gaping 2-2431. AA hr $450, m $90, ID 

Ted Eiland RB gm; Saul Rosen- 
Gomi nat sls m; rep. 

Charlotte, WBTV (3) 1 sqGetoen Pl zn a 
Edison 3-8833. A hr $1, m 
$125. vtr. Kenneth I Tedwell vp  ! 
mng d; ar ace J. py ont ‘mng d 
sls; CBS-T V Spot Sales rep. 

Charlotte, WSOC-TV (9) Box 2536 zn 1. 
Franklin 6-8401. AA hr $1,100, m $225, ID 
$112.50. Larry Walker p & gm; 
George Henderson exec vp & g sls m; 
H-R rep. 

Durham, WTVD (11) 1750 Broad St. Ex- 

tension. 2-2111. AA hr $650, m $130, ID 
$65. Harmon L, Duncan vp & gm; Mike 
Thompson sls m; Petry rep. 
Grommabone, WFMY-TV (2) ry Ave at 
White St. Broadway 4-0114. hr $800, 
m $160, ID $80. Gaines Kelley ¢ gem; E. A. 
Hassett sls m; HRP rep. 

Greenville, woe (9) Evans St extension. 
Pl 2-6181. A » m $1 D $40. A 
Hartwell Campbell gm; John G. Clark 
Jr. cm; Hollingbery rep. 

Raleigh, WEAL-2Y (5) 2619 Western Blvd. 
Vance 8-2511. A hr $650, m $130, ID $65. 
= “Fred Fletcher vp & gm; Fletcher 
Turner nat sls m; H-R rep. 

Washington, WITN (7) Box 468. ye 
6-3131. A hr $350, m $70, ID 35 R. 
Roberson Jr. p & as a H. Rectan 
exec vp; Headley-Reed re 

Wilmington, WECT (6) pg Ww. Shipyard 
Blvd. Roger 3-4666. A hr $350, m $70, ID 
$35. Claud O’Shields gm & sls m; Weed 
rep. 

Winston-Salem, WSJS-TV (12) 419-21 N. 
Spruce St. Park 5-2311. r $700, 


NORTH DAKOTA 
Biemogek KBMB-TV (12) Howard Morris 
W. L. Hurley vp chg sls. Satellite of 
KXJB: TV Valley City. 

Bismarck, KFYR-TV (5) 200% 4th St. 

Capital 3-0900. AA hr $350, m $75, ID 
7.50. Cal Culver st m; A. L. Anderson 
g sis m; Blair Television Assoc, rep. 

Dickinson, KDIX-TV (2) 119 2nd Ave W. 
133. AA hr $175, m_ $35, ID $17.50. 
Orville F. Burda gm; Mel Hallock sls m; 
Hal Holman _ rep. 

Fargo, wre" -TV (6) 207 N. Fifth. Adams 
2-3371. AA hr $450, m $90, ID $45. Tom 
Barnes gm; PGW > 

Grand Forks, KNOX-T (10) State Mill 
Rd. 4-4611. A hr $200, m $40, ID $15. 
Robert C. Lukkason gm; Jack French 
sis m: Rambeau. Vance, Hopple rep. 

Minot, KMOT (10) 200% 4th St., Bismarck. 
Capitol 3-0900. Curt Sorbo res m; A, L. 
Anderson g sls m: Blair Television Assoc. 
Satellite of KFYR-TV Bismarck. 

Minot, KXMC-TV (13) Hwy 81 S. 51-161. 
AA hr $250, m $50, ID $25. Chester 
Rieten vp & res m: William L, Hurley 
vp chg nat sls; Weed rep. 

Valley City, KXJB-TV (4) 4000 W. Main 
St. Fargo. Adams 5-4461. AA hr $550. 

n $125. ID $62.50. John W. Boler p & 
gm: William L. Hurley vp chg nat sls; 
Veed rep 

Williston, KUMV-TV (8) 200% 4th St. 
Capitol 3-0900. Les Kleven st m; A, L. 
Anderson g sis m; Blair Television Assoc. 
rep, Satellite of KFYR-TV Bismarck. 


OHIO 
ey WAKR-TV (49) serine Center, 
OO. TD S50. 34 2-8811. A hr $300, m 
Roger G. Berk vp & gm; 
Konneth M. Keegan vp sis; McGavren 
rep. 

Cincinnati, WCPO-TV (9) 2345 Symmes 
St. zn 6. University 1-9000. AA hr 
$570, m $340, ID $155. M. C. Watters vp 
& gm: Mrs. Marian Finney nat sls m; 
Blair-Tv rep. 

Cincinnati, WKRC-TV (12) Cincinnati 
Times Star Bldg zn 2. Garfield 1-1331. 
AA hr $1,300, m $350, ID $165. Roger 
B Read gm & g sis m; Richard F. Mc- 
Carthy loc sls m; Katz rep. 

Cincinnati, WLW-T (5) 140 W. 9th St. zn 
2. Cherry 1-1822, AA hr $1,500, m $330, 
ID $165. vtr, R. E. Dunville p & gm; 
James T. ‘“‘Steve’’ Crane sls m; Bomar 
Lowrance, Crosley and NBC Spot Sales 
reps. 

Cleveland, KYW-TV (3) 815 Superior Ave 

NE. zn 14, Cherry 1-0942. AA hr $2,200, 
20 sec $575. ID $285, vtr George H. Mathie- 
son gm; Albert P. Krivin sls m; TvAR 
rep. 

Cleveland, WEWS (5) 3001 Euclid Ave. zn 


15. Henderson 2-1500. AA hr $1,560, m 
$525, ID $250. vtr. James C. Hanrahan 
. & gm; Jay S. Kerekes nat adv m; 
Blair-Tv rep. 
Cleveland, waw-sv Ay 1630 Euclid Ave. 
Tower 1-6080. r $2,000, m $525, ID 
. vtr, Ben AWickmes mng ma Frank 
Barron g sis m; Katz rep. 
Columbus, WBNS-TV (10) 94 Olentan 
saver “4, Capital 8-3538. hr $1, 200. 
D $1 Richard A. Anbrel tv d; 
Robert’ D Thomas sls m; *ueie. Tv rep. 
Columbus WLW-C (4) 3165 Olentangy 
River Rd. zn 14. Amherst 3-5441. AA hr 
$1,100, m $150, ID $75. James Leonard 
vp & gm; Walter Bartlett sis m; Bomar 
Lowrance, Crosley and NBC Spot Sales 


Calaebus. WTVN-TV (6) 753 Harmon Ave. 
zn 23. Capital 85801, AA hr $1,000, m 
$250, ID $110. J. W. McGough gm; Chuck 
Dwyer sls m:; Katz rep. 

Dayton, WHIO-TV (7) 1414 eiagion 
Ave. Clearwater 4-5311. AA hr $850, m 
$200, ID $75. Robert H. Moody exec vp 
& gm; Stan Mouse retail sis m; Holling- 
bery rep. 

Dayton, WLW-D (2) 4595 S. Dixie Hwy. 
Axminster 3-2101. AA hr $1,100, m $200, 
ID $100. George Gray gm; Dale A. Smith 
sls m; Crosley rep. 

Lima, WIMA-TV (35) 1424 ae Ave, ‘ i- 
tal 5-3010. A hr $200, $do. 
R. W. Mack gm; J. L. ee re = es sls 
m; H-R rep. 

Steubenville, WSTV-TV (9) Exchange 
Realty Bldg, Atlantic 2-6265. AA hr $550 

m $140, ID $65. John J. Laux exec vp & 
gm: Joseph M. Troesch asst gm; Avery- 
nodel rep. 

Toledo, WSPD-TV (13) 136 Huron St zn 4. 
Cherry 8-6201. AA hr $1,000, m $225, ID 
$113. Peter Storer mng d: Floyde E 
Beaston g sls m; Katz rep. 

Toledo, WTOL-TV (11) 604 Jackson St. zn 
4. Cherry 4-7411. A hr $900, AA m $200, 
ID $100. Thomas S. Bretherton exec vp 
& gm; Rus Stone c m; H-R rep 

Youngstown, WFMJ-TV (21) 101 W. 
Boardman St. Riverside 4-8611. A hr $400, 

m $80, ID $40. Mitchell F. Stanley st m 
& sls m; Headley-Reed rep 

Youngstown, WKBN-TV (27) 3930 Sunset 
Bivd zn 1. Sterling 2-1145. A hr $450, m 
$90, ID $35. Warren P. Williamson Jr 
p & gm; J. L. Bowden st d; Raymer 
rep 

Youngstown, WKST-TV (45) 3800 Shady 

Run Rd. Sterling 8-2424. AA hr $400, m 
$52.50. ID $26.25. Sam Townsend p & 
gm; Robert C. Harnack sls m; Weed 
rep. 

Zanesville, W +. & (18) Lind Arcade 
Bldg. N. 5th St. Gladstone 25431. A hr 
$150, m $30, iD $15. Allan Land mng d; 
Nate Milder sls d; Pearson rep 


OKLAHOMA 

Ada, KTEN (10) Box 10. Federal 2-2211 
A ur $225, m $30, ID $15. vtr. Bill Hoover 
.= ; Brown Morris VP. & st m; 

enar Rintoul & McConnell rep 

Ardmore, KXII (12) 114 N. Washington 
946. A hr $150, m $30, ID $15. John 
Easley Riesen gm; Gordon E. Lack cm; 
Pearson anh 

Lawton, ’O-TV (7) Box 699. Elgin 
5-1380. A hr $150, m $30, ID $15. Emmett 
L. Keough gm; Robert H. Scott loc sls 
m; Pearson rep. 

Oklahoma City, KOCO-TV (5) 63rd & Port- 
land. Victor 2-6633. AA hr $800, m $200, 
ID $100. Charl} 2 Keys gm; Alex Kolensky 
sls m; Blair Television Assoc. rep 

Oklahoma City. KWTV (9) 7401 Lincoln 
Blvd zn 14, * Victor 3-6641. AA hr $900, 
m $240, ID $120. Edgar T. Bell exec vp 
& gm; R. J. DeLier sls m & asst st m; 
Petry rep. 

Otinheme City, WKY-TV (4) 500 E. Brit- 
ton Rd. zn 14. Trinity 82161. AA hr $950, 
m $240, ID $120. vtr. Norman P. Bagwell 
vp & st m; Tom Parrington nat sis m; 
Katz rep. 

Tulsa, KOTV (6) 302 S. Frankfort. zn 20 
Cherry 2-9233. AA hr $825, m $220, ID 
$110. vtr. George A. Stevens vp & gm; Ed 
Pfeiffer cm: Petry rep. 

Tulsa, KTUL-TV vt) Box 9697. Hickory 
6-6184. A hr $650, m $135, ID $65. Bill 
Swanson vp & gm; Jim Black nat sis m; 
Avery-Knodel rep. 

Tulsa, KVOO-TV (2) 3701 S. Peoria zn 5. 
Riverside 2-5561. AA hr $750, m $187.50, 
ID $87.50. vtr. C. B. Akers exec vp & gm; 
John Devine cm; Blair Television Assoc 
rep. 


OREGON 


Eugene, KVAL-TV (13) Box 548, Blanton 
Hts, Diamond 3-2551. A hr $360, m $86, ID 
$26. S. W. McCready gm; Glenn E. Nickell 
sls m; Hollingbery rep. 
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Klamath Falls, KOTI-TV (2) Box = 
Tuxedo 48131. A hr $150, m $30, ID $15 
Walter R. Richartz st m: Jerrold Poulos 
nat sls m; Hollingbery rep. 

Medford, KBES-TV (5) 2000 Crater Lake 
iy *™ Spr ring 34581. A hr $250, m_ $50, 
ID Sdward P. Barnett m; Jerrold R. 
Poulos nat sis m; Holl as SW ep. 

Portland, KGW-TV (o 3s = sae 
mn 5. Capi tal 3-6364. A 

D $125. vtr. Walter 3% Waestatt Be m: 
A, H. Pindell sls m; Blair-Tv rep. 

Portland, KHTV (27) 1220 SW Stark St. 
zn 5. Capitol 64051. A hr $360, m $65, 
ID $8.50. Wallace J. Matson gm; Stuart 
Nathansor. sls m; Gill-Perna_re 

Portland, KOIN-FV (6) 140 SW Columbia 
St zn 1b Capitol 83333. AA hr $900, m 


_. D $125. vtr. C. Howard Lane vp 
St. q: John L. Palmer nat sls m; 
CBS} t Sales rep 


Portland, KI TV (12) 735 Sw 20th Pl zn 5. 
Capitol 2-9921. AA hr $800, m $225, ID 
$112.50. Frank J. 
Donald Tykeson sis m; Katz —. 

Reseburg, KPIC (4) Box -. Orchard 2- 
1721. A hr $150, m_$30, ID $15. Aaron 
Boe st m & sis m; Hettingbers rep. Op- 
tional satellite to KVAL-TV Eugene. 


Riordan vp & gm; 


PENNSYLVANIA 


Altoona, WFBG-TV (10) 1320 llth Ave. 
Windsor 4-2031. AA hr $800, m $180, ID 
$80. Frank Palmer gm; Robert Miller, 
sls m; Blair-Tv rep 

Erie, WICU-TV «ny. "3514 State st Glen- 
dale 45201. A hr $700, m $140, ID $70. 
Ben Mc Laughlin gm; a Landquist em; 
Blair Television Assoc. 

Erie, WSEE (35) Sy Peach St. 5-7575. 
A hr $300, m $60, Cecil M. Sans- 
bury gm; Roger , 4-4 asst m sls; 
Young rep 

ei - Bags WHP-TY (55) 216 Locust St. 
Cedar 4-3211. hr $325, m $65. ID $32.50. 
Mrs. A. K. pokes gm; ag Gotts- 
chalk sls & prom m; Bolling 
Harrisburg, WTPA (27) 3235 “Hoffman St. 
Cedar 87171. A hr $425, m $90. ID $45. 
Donald D. Wear gm; Allen P. MZolada 
sls m; HRP rep. 

Johnstown, WARD-TV (56) Porch Bldg. 
8-1216. A hr $200, m $37.50. Richard 
Butterfield gm & sls m:; Weed rep. 

Johnstown, “Se JAC-TV (6) 329 Main St. 
7-8711. AA hr $1,000, m $250, ID $125. 
Alvin D. Schrott exec vp & gm; John 
Hepburn sls m: HRP rep 

Lancaster, W GAL-TV (8) SL ancoin Hwy W. 
& Abbeyville Rd. Express 3-5851. AA hr 
$1, 20 m $290, ID $120. vtr. Clair R. 
McCollough p & gm; J. at Gulick 
asst gm chg sls: Meeker ne: 

Lebanon, WLYH-TV (15) R N. 5 Tele- 
vision Hill. Crestview 3-4551. A hr $350, 
m $80.50, ID $35. Joe Zimmerman gm; 
Victor Ludington sls m; Blair Television 
Assoc. rep. 

Leck Haven, WBPZ-TV (32) Satellite of 
WILK-TV Wilkes-Barre. 

New Castle, WKST-TV (see Youngstown, 


.) 

Philadelphia, WCAU-TV (10) City Line & 

Monument Rd zn 31. Greenwood 7- 

A hr $3.500, m_ $800, ID $4 

Schneider gm: James E. Conley g sls m; 
CBS-TV Spot Sales rep. 

Philadel hia WFIL-TV (6) 46th & Market 
St zn 39. Evergreen 2-4700. AA hr $3,300, 
m $880, ID $440. vtr. George A. Koehler 
st m: Kenneth W. Stowman g sls m; 
Blair-Tv rep. 

Philadelphia, WRCV-TV (3) 1619 Walnut 
St. Locust 4-3700. AAA hr $3.200, m on 
request, 10 sec $415. R. W. Welpott vp 
& gm: Theodore Walworth Jr. sls d: 
NBC Spot Sales rep. 

Pittsburgh, KDKA-TV (2) 1 Gateway Cen- 
ter zn 22. Express 1-3000. AA hr $2,400, 
m $600, ID $300. vtr. Jerome R. Reeves 
gm; Henry V. Greene Jr. sls m; TvAR 


rep. 

Pittsburgh, WIIC (11) 341 Rising Main St 
zn 14. Fairfax 1-8700. AA hr $2,000. m 
$500, ID $225. vtr. Robert A. Mortensen 
exec vp & gm; Roger D. Rice sis m; 
Blair-Tv rep. 

Pittsburgh, WTAE (4) 400 Ardmore Blvd 
zn 30. Churchill 2-4300. AA hr $1,800, m 
$450. ID $225, vtr. Franklin C. Snyder vp 
& gm; Alan Trench sls m: Katz rep. 

Seranten, WDAU-TV (22) 1000 Wyoming 
Ave zn 9. Diamond 2-7634. AA hr $600, 
m $125, ID $62.50. Vance L. Eckersley 
vp & gm; Francis H. Conway g sls m; 
H-R rep. 

Scranton, WNEP-TV (16) 333 Madison 
Ave. Diamond 3-1245. AA hr $500, m 
$100, ID $50. Thomas _ P. Shelbourne exec 
vp & gm; Malcolm W. Dale cm; Avery- 
Knodel rep. 

Wilkes-Barre, WBRE-TV (28) 62 S. Frank- 
lin. Valley 3-3101. AA hr $525, m $105, 
ID $52.50. David M. sptinasee vp & =: 
Ernest Lewis sls m: Headley-Reed re 

Wilkes-Barre, WILK-TV (34) Satellite of 
WNEP-TV Scranton. 
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Williamsport, Whar ty (36) spring 759. 

York, WSBA-TV (43) oe St a. 
York 25-531 hr = 

$20. Louis J. yee Jr: bert 

Stough sls m; Jack Masla Sie. 


RHODE ISLAND 


Providence, WJAR-TV (10) 176 Weybosset 
St. zn 2. Gaspee 


st m: Ed Boghosian nat sls m; Petry rep. 

Previdence, WPRO-TV (12) 24 oe & 
zn 2. Sg oy 1-9776. A hr $1,1 
AA m $300, ID $150. vtr. Arnold F. bd 
= = =: Eugene W. Wilkin sis m; Blair- 
Vv 

SOUTH CAROLINA 

Anderson, WAIM-TV (40) 321 Kingsley 
Rd. Canal 6-1511. A_hr $150, m $30, ID 
$18.75. Glenn Warnock gm: John 
McCallum sis m; Headley-Reed rep. 

Charleston, WCSC-TV (5) 485 E. Bay. Ray- 
mond 3-8371. AA hr $350, m $80, ID $40. 
Roland Weeks Ud m; Charles E. Cady 
nat sls m; PGW rep. 

Gone, a a (2) Box 879, Tulip 

-4141. r $300, m $75, ID » Wer 

t Teast” Hastie _ gm & sis m; 
Bolling rep 

Columbia, WIS-TV Ry 1111 Bull St. 
Alpine 38356. AA hr $500, m $125. ID 

50. Charles A. =— ‘mng d; Law 

Epps sls m: PGW r 

Columbia, WNOK-TV 67) we Main St, 
Box 5307. Alpine 2-7737. r $200, m 
$40, ID $20. H. Moody McEIveer Jr. vp 
& gm; David C. Phillips sls m; Raymer 


rep. 
Florence, WBTW (8) vee Cashua Ferry 
Rd. Mohawk 2-1566. AA hr $375, m $85, 
ID $42.50. J. William Quinn mng d:;: 
John H, Brock sls m; CBS-TV Spot Sales 


rep. 

Greenville, WFBC-TV (4) 505 Rutherford 
St. Cedar 9-1321. A hr $650, m $135, ID 
$68. Kenneth . occ m; Robert Q. 
Glass Jr. cm: Weed re 

Spartanburg, WSPA-TV th) 224 aay 
St. 3-3621. AA hr $500, m $125, 1D $62.3 
Walter cf Brown p:; Roger Shaffer mn 
sls m; Hollingbery rep. 


SOUTH DAKOTA 


Aberdeen, KXAB-TV (9) Country Club Rd. 
Baldwin 5-4350. Hr $150, m $30, ID $15. 
John W. Boler p; Neal Edwards res m; 
Weed nreR. Affiliate of KXJB-TV Valley 
City, N. Dak. 

Waseem, KDLO-TV (3) Satellite of KELO- 
T ioux Falls. 

Rapid City, KOTA-TV (3) Duhamel Bldg, 

x 1752. Fillmore 2-2000. A hr $200, 
m $0, ID $20. Helen S. Duhamel p 
& gm; William F. Turner bus & cm; 
Headley-Reed rep. 

Rapid City, KRSD-TV (7) 1438 Mountain 

iew Rd. Fillmore 2-6050. A hr $157.75, 
m $25, ID $13.75. Eli Daniels gm & sls 
m; Richard Bennett film d: Meeker rep. 

Reliance, KPLO-TV (6) C. J. Johnson st 
ma Semi-satellite of KELO-TV Sioux 

alls. 

Sieux Falls, KELO-TV (11) Phillips at 
13th, 8-9631. AA 4 00, m $150. ID $75. 
Evans A. Nord g sls m: H-R rep. 

Sioux Falls, KSOO-TV (13) April 1, 1959. 


TENNESSEE 


Chattanooga, WDEF-TV (12) 3300 Broad. 
Amherst 7-3392. A hr $450, m $100, ID 
$50. Otis H. Segler gm; ge Ww. 
Holloway nat sls m: Branha 

Chattanooga, WRGP-TV (3) 1214 McCallie 
Ave. zn 4. Oxford 8-1505. A hr $400, m 
$80. ID $40. R. G. eg P. = m; 
George P. Moore 

Chattanooga, Wve « (9) = oy Roe *Am- 
herst 6-4151. A hr $400, m $80, ID $40. 
Reeve Owen gm; J. V. Windsor c m; 
Young wi 

Sashoon. (DXI-TV (7) Box 309 7-9611. 
A hr $250, m $50, ID $25. John E. North 
- & gm: Venard, Rintoul & Lbaceoe 


rep. 

Johnson City, WJHL-TV Ne? a 1080, 
145 W. Main St. 6200. hr $300, 
m $60, ID $30. W. H. Lancaster Jr. gm; 
J. Will Hall sls m: Pearso 

Knoxville WATE-TV (6) wid “Gay St Sw. 
2-7111. AA hr $600, m $120, ID $60. W. H. 
Linebaugh vp & gm; J. T. McCloud sls 
m:; Avery-Knodel rep. 

Knoxville. WBIR-TV (10) 1513 Hutchison 
Ave. 5-8101. AA hr $600, m $120, ID $60. 
John P. Hart p, gm & nat sls m; R. S. 
Quinn loc sls m; Katz rep. 

Knoxville, WTVK (26) Sharp's Ray ate 
morial Park Rd. 5-2114. AA hr $300, 
$60, ID $30. John A. Engelbrecht p ‘& 
gm; William E. Eckstein sls-pgm d; 
Pearson rep. 

Memphis, Pig nad (13) 1381 Madison 
Ave. m >, eaatway 2-3441. AA hr $900, 


m $200, ID $100. D. A. Noel gm; Gorden 
Law -*, nat sis m; H-R rep. 











Memphis, WMCT (5) 1960 Union Ave. 
Broadway 2-0552. AA hr $900, 

ID $100. H. W. Seviek gm; Earl More- 
land st m; Blair-Tv rep. 

ines his, WREC-TV (3) Hotel Peabod 

g. Jackson 5-1313. A hr 
Ho oyt B. — gm; ‘tinoien Brakefield 
cm; Katz rep. 

Nashville, "WLAC- TV i» 159 4th Ave N. 
Chapel 2-4331. AA hr $900, m $180, ID 
$85. T. B. Baker We “ane — & gm; Bob 
Reuschle g sls m; Katz 

Nashville, WSIX- TV (8) Nashville Trust 
Bid . Alpine 5-5431. AA hr $700, 

m Sido) i ID . E, S. Tanner exec yp 


fe 

Nashvilie, A eserv (4) 301 Seven Ave 
N. zn 3. Alpine 4-5656. AA $900, 
$180, ID $85. Irving C. Waueh gm; Hi 
Branham cm; Petry rep. 


TEXAS 


Abilene-Sweetwater, KPAR-TV (12) 7400 
College Ave, Box 1475 Lubbock. Sher- 
wood 4-2345. AA hr $200, m $40, ID $20. 
vtr at parent station KDU B-TV. Jimmie 
Isaacs vp & st m; R. S. “‘Bud’’ Nielsen 
g sis m; Branham rep. 

Abilene, KRBC-TV (9) 4510 S. 14th St. 
Ow 2-4242. AA hr $274.50, m $48, ID $24. 
George C. Breeding Jr. st m; Dan C. 
Guthrie cm; Raymer rep. 

Amarillo, KFDA-TV (10) Box 1400. Ever- 
green 3-2226. AA hr $340, m $85, ID 
$42.50. vtr. Ed Moore gm; Gene Lewis loc 
sls m; Blair Television Assoc. rep. 

Amarillo, KGNC-TV (4) 2000 N. Polk St. 
Evergreen 3-3321. AA hr $340, m $85, 
ID $42.50. Jack Liston gm; Bill Clarke 
em; Katz rep. 

Amarillo, KVL-TV (7) Box 8066, Estate 
Life Bldg. Fleetwood 6-5241. A hr $300, 
m $60, ID $30. C. R. Watts vp & gm; John 
Conboye Br sis m; Bolling rep. 

Austin, KTBC-TV (7) ~y 1155 zn_ 63. 
Greenwood 2-2424. AA hr $525, m $105, 
ID $52.50. J. C. Kellam gm: a P. ‘‘Bob” 
Bobbitt g sls m; Raym . 

Beaumont, KFDM-TV (6). 1420" Calder Ave. 
Terminal 8-4731. A hr $400, m $90, ID 
$54. Mott M. Johnson opertns m & cm; 
David Russell loc sls m: PGW rep. 

Beaumont-Port Arthur, KPAC-TV (4) Box 
1059. Port Arthur. Yukon 5-5557. A hr 
$350, m $80, ID $48. Julius M. Gordon 
p & gm; Mack Newberry sls m; Headley- 
Reed rep 

Big Seutee, KEDY-TV (4) 7400 College 
Ave, Box 1475, Lubbock. Sherwood 4 
2345. A hr $150. m $30. ID $15. vtr. at 
parent station KDUB-TV. Jack Wallace 
st m; R. S. “Bud’’ Nielsen g sls m; 
Branham rep. 

Bryan, KBTX-TV (3) Harry Lee Gillam st 
m. Partial satellite of KWTX-TV Waco. 

Corpus Christi, KRIS-TV (6) 409 S. 
Staples. Tulip 3-6511. AA hr $300, m $75, 
ID $37.50. T. Frank Smith p: W. M. Eik- 
ner vp chg sls; PGW rep. 

Corpus Christi, KZTV (10) Show Room 
Bldg. Tulip 3-5415. A hr $350, m $80, ID 
$42.50. Vann M. Kennedy o- - gm; Harry 
Mooredian cm; Branham 

Dallas, KRLD-TV (4) Herala” Sq zn 2. 
Riverside 2-6811. AA hr $1,200, m $325, 
ID $275. vtr. Roy M. Flynn vp & gm; 
Gene Cuny g sis m: Branham rep. 

Dallas, WFAA-TV (8) 3000 Harry Hines 
Blvd. Riverside 1-3315. AA hr $1,000, m 
$300, ID $175. vtr. Mike Shapiro st m; 
Dick Drummy sls m: Petry rep. 

El Paso. KELP-TV (13) 4530 Delta St, Box 
105. Keystone 3-5911. A hr $300, m 
ID $30. a Taylor cm & pgm d: 
Young r 

El Paso, *KROD- TV (4) 2201 Wyoming * 
Keystone 2-6551. A hr $495, m $109, 
$49.50. Val Lawrence vp, gm & sls z= 
Branham rep. 

El Paso, KTSM-TV (9) 801 N. Oregon St. 
Keystone 2-5423. A hr $375, ~ =. L 
$37.50. Karl O. Wyler Sr. p. & 
Roy T. Chapman vp chg sls; Houingbery 


rep. 

Ft. Worth, KFJZ-TV (11) 4801 W. Free- 
way, Pershing 7-6631. AA hr $750, m 
$180, ID $90. vtr. Gene Cagle p & gm; 
John Hopkins asst gm: Blair-Tv rep 

Ft. Worth, WBAP-TV (5) 3900 Barneti St 
zn 3. Jefferson 6-1981. AA hr $1,000. m 
$275, ID $125. Roy Bacus st m; Jack 
Rogers cm: PGW rep. 

Harlingen, KGBT-TV (4) 1519 W. Har- 
rison. Garfield 3-4880. AA hr $300, m $60, 
ID $35. vtr. Troy McDaniel gm; Harry 
Mooradian cm; H-R rep. 

Houston, KGUL-TV (11) 1900 Prudential 
Bldg zn 25. Jackson 9-4811. AA hr $1,200, 
m $275, ID $175. vtr. Tames C. Richdale 
Jr. vp & gm: Robert S. Wilson g sls m; 
CBS-TV Spot Sales rep. 

Houston, KPRC-TV (2) 3014 S. Post Oak 
Rd. Madison 3-9271. AA hr $1,200, m 
$275. ID $175. vtr. Jack Harris vp & gm; 
Jack McGrew st m em; Petry rep. 

Houston, KTRK-TV (13) 4513 Cullen Blvd 
zn 1. Jackson 6-1313. AA hr $1,100, m 
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ID $150. vtr. Willard E. Walbridge exec 
vp & gm; William Bennett cm; Holling- 
bery rep. 

Laredo, KGNS-TV Ny A! Convent Ave. 
Randolph 3-3674. r $200, m $50, 
$25. Roy J. Soeaae: pte ts Ven- 
ard, Riatoul & McConnell rep. 

Laredo, KLTV (see Tyler) 

Lubbeck, KCBD-TV (11) Box 1507, 5600 
Ave A’ Sherwood 4-1414. AA hr $480, m 
$100, ID $50. Joe H. Bryant p & gm; 
George L. Tarter vp & cm; Raymer rep. 

Lubbock, KDUB-TV (13) 7400 College Ave, 
Box 1475. Sherwood 4-2345. AA hr $400, 

wm $100. > vtr. W. D. “‘Dub’’ Rogers 

ga: > S. “Bud” Nielsen g sis m; 
£3, m rep. 


Lafkin, te a (9) 236% N. ice. Nee 
tune 4-7771. 4, ,% 


Richman Eaote Mar- 
tin sls m; ewin vp & Rintoul ¥ urphy Mar 


rep. 

Midland, ew (2) Box 2758. Mutual 
2-7321. AA hr $300, m $60, ID $35. Ray 
ly “ant Don Dickerson cm; Ven- 
ard, Rintoul & McConnell rep. 

Monahans. KVKM-TV (9) Box 1118. Wil- 
son 3-3232. A hr $200, m $40, ID $25. 
J, Ross Rucker p & gm; "Bealy B. Smith 
sls m; Everett-McKinney rep. 

Hecegdeches, KTES ag pox 248. Lo 4- 


4181. hr $75, m $10, ID $5. Lee Scar- 
aaah p & gm. 

Odessa, KOSA-TV (7) 1211 a son te ees: 
Federal 7-8301. A hr D $42. 
John Vacca st m; costeile = m; 
Bolling rep. 


San Angele, KCTV (8) 1015 E. 28 St. 
7183. A hr $200. m_ $34, ID $19. J. H. 
Hubbard gm: E. DeLoach bus m; 
Venard, Rintoul & McConnell rep. 

San Antonio, KCOR-TV ry’ 111 Martinez 
St zn 4. Capitol 5-2751. A hr $200, m ry 
ID $20. Nathan Safir exec vp & 

Ben Tamborello sls m; Richard 0’ Eon- 
nell rep. 

San Antonio, KENS-TV (5) Ave. E & 4th 
St zn 6. Capitol 5-7411. AA hr $700, m 
$175, ID $105. vtr. Wayne Kearl st m; 
Dick Dickerson loc sls m; PGW my 

San Antonio, KONO-TV (12) 1408 N. St. 
Mary's St. zn 6. Capitol 6-7611. AA hr 
$700, m $175, ID $105. vtr. James . 
— vp & gm; Bob Roth cm; Katz 


San atentn WOAL-TV (4) Box 2641 zn 6. 
Capitol 7-4221. AA hr $700, m $175, ID 
105. vtr. James M. Gaines ze. & gm; 
Edward V. Cheviot m; Petry 

Susemeeten, KPAR-TV (see Abilene-Sweet- 
water) 

Temple-Waco, KCEN-TV (6) 17 S. 3rd St. 

A hr $400. 


Temple. BA es 3-6868. r . m 
$80, ID rton Bishop gm; James 
— * cordon’ em; Blair Television Assoc. 


Texarkana, KCMC-TV (6) Summerhill Rd. 
33-1133. A hr $260, m $60, ID $30. Walter 
M. Windsor em; Jack Rollings nat sls 
m: Venard. Rintoul & McConnell etka 

Tyler, KLTV bias Box 1 ese d. 
2-3875. A 
Marshall i “ Pengra =m: Me, ae 


Waco, KCEN-TV (see Temp 

Waco. KWTX-TV (10) Boe S128. Fee Ay 
4451. A hr $375, m $75, ID $37. M. 
“Buddy”’’ Bostick gm: Pete MeNec a 
rgnl sis m: Raymer rep. 

Weslaco. KRGV-TV (5) 309 S. Missouri 
Ave. Woodlawn 8-3131. AA hr $300. m $60. 
ID $30. Charles L. om . m; Fred 
Noble overtns d: Raym 

Wichita vs KFDX- TV (ay “Box 2040, 
692-4530. AA hr $400. m $100. ID $60. 
Howard H. Fry exec vp & gm: Bob 
Walker g sls m: Raymer rep. 

Wichita Falls. KSYD-TV (6) Box 2130. 
322-6957. A hr $350, m $70. 
Svd Gravson p & gm: Bob Cain loc sls m; 
Blair Television Assoc. rep. 


UTAH 


Ogden KVOG-TV (9) Aug. 15, 759, 

Provo, KLOR-TV (11) Box 44. Franklin 
3-2951, AA hr $350, m $90, ID $45. vtr. 
Samuel B. Nissley gm; Garry Payne loc 
sls m; Raymer rep. 

Salt Lake City, KSL-TV (5) 145 Social 
Hall Ave zn ‘11. Elgin 5-4641. AA hr 
$600, m $180, ID $75. vtr. D.. Lennox 
Murdoch vp & m; Lloyd E, Cooney g sls 
m; CBS-TV Spot Sales rep. 

Salt Lake City, KTVT (4) 130 Social Hall 
Ave zn _ 11. Davis 2-5681. AA hr $650, m 
$180, ID $90. Bennett Larson p & 
gm: Harold Woolley sls d: Katz rep. 

Salt Lake City, KUTV (2) 179 Social Hall 
Ave zn 11. Davis 2-2505. AA hr $650, m 


$180, ID $90. Brent H. Kirk g sls m & 
st m: Robert Smith nat sls m; Avery- 
Knodel rep. 





VERMONT 


Burlington, WCAX-TV (3) 100 Market Sq; 
University 2-5761. AA hr $450, m $90, I 
$45. Stuart T. Martin p; John A. Dob- 
son sls m; Weed rep. 


VIRGINIA 
Bristel, WCYB-TV (5) Cumberland St. 
A hr $300, » $60, ID $30 


North 9-4161. 

Robert H. Sunith p& -. 

vp & g sis m: Weed re 
Hampten, WVEC-TV won Norfolk) 
arsiocnbans werety (3) Rawley eae. 


r $250, 
ton Shea p & gm; Richard “Dick” =. 
son g sls m; PGW rep. 
“home. Ha. V bg a (13) 2320 Lang- 
horne Rd. r 5-1242. A hr $300, m 
D $30" enilip P. Allen & gm; 
Thomas L. Turner cm; Hol lingbery rep. 
Norfolk-Portsmouth, WAVY-TV (10) bv 
Boush St, Norfolk. Madison 7-2345. 
hr $850, m_$200, ID $85. J. Glen Taylor 
p & gm; Edward J. Hennessy g sls m; 
H-R rep. 
Nerfolk, WTAR-TV (3) 720 el St zn 


ID $110. vtr. John C. Peffer ” chg 
opertns; Robert M. Lambe vp chg sls; 
y rep. 


. Fey Rogers 


Norfolk, WVEC-TV (15) 812 W. 2ist St. 
Madison 7-7605. AA hr $400, m $70, ID 
$35. Thomas P. Chisman p & gm; Harrol 
A. Brauer Jt. vp & sis d; Aver -Knodel 

rep. 


Petersburg-Richmond WXEX-TV (8) 124 
W. Tabb St, Petersburg. Regent 3-7876. 
AA hr $750, m $140, ID $70. Irvin G. 
Abeloff vp & st m; Lawrence Slon sls m; 
Select Station rep. 

Portsmouth, WTOV-TV (27) 1305 x. | 
St. hr $124.65. m $17. Vv. mford 
gm; Winston Bright cm; J. H. Megiliors 
rep. 

Richmond, WRVA-TV (as) 5221 eo 
Pike Belmont 3-461. AA hr $700, m $140. 

ID $70. vtr. Barron Howura vp & gm: 
James D. Clark, Jr. sls m; HRP rep. 

Richmond, WTVR (6) 3301 W. Broad St, 
Box 5229. Elgin 5-8611. AA hr $875, m 
$140, ID $70. Wilbur M. Havens p & gm 
William Kemple nat sis cooetinelor: 
Blair Television Assoc. rep. 

Roanoke, WDBJ-TV (7) 201 W. Cam — 
Ave. Diamond 3-8031. AA hr 
$140. ID $60. vtr. Re Harkrader =: 
Blake Brown cm; rep 

Roanoke, WSLS-TV de ya Ave & 3rd 
St. S.W. Diamond 4-9226. AA hr $675, 
m $160, ID $67.50. vtr. Horace Fitzpatrick 
st m; A. S. Trevilian Jr. cm; Blair Tele 
vision Assoc, rep. 


WASHINGTON 


Bellingham, KVOS-TV (12) 1151 Ellis. Re- 
gent 34567. AA hr $725. m_ $181.25, ID 
$42. Dave Mintz exec vp; Fred Elsethagen 
sls m; Forjoe rep. 

Ephrata, KBAS-TV (16) Box 306, Moses 
Lake. Rockwell 5-7843. James Schroeder 
m; Associated with KIMA-TV Yakima. 

Kennewick, KEPR-TV (19) 3619 W. Clear- 
water Ave. Sold in combination with 
KIMA-TV Yakima. Bill Grogan m; Weed 


rep. 

Seattle, KING-TV (5) 320 Aurora Ave zn 9. 
Mutual 2-3555. AA hr $1,100. m_ $250, 
ID $125. vtr. Otto P. Brandt vp & gm: 
James D. Neidigh sls m: Blair-Tv rep. 

es KIRO-TV (7) 1530 Geese Anne Ave. 

9. Atwater 3-9800. AA hr $1,100, m 
$230, ID $115. Miller C. Robertson m; 
William A. Exline sis m: PGW rep. 

Seattle, KOMO-TV (4) 100 Fourth Ave N. 
zn 9. Main 4-6000. AA hr $1,200. m $350, 
ID $150. vtr. W. W. Warren exec 4 & 
gm: Bill Hubbach g sls m: Katz 

Seattle-Tacoma, KTNT- we (11) 137 Dexter, 
Seattle. Mutual 2-0550. A hr $625, m $130. 
ID $52. vtr. Max Bice st m; Herschel 
Cary sis m; Weed Fep- 

i: KTV (13) 230 8th Ave 

Seattle zn 9. Main 4-3113. A hr $425, 
7 $85, ID $31.88. James J. Hawkins gm: 
Jay B. Sondheim sls m: Hollingbery rep 

Spekane, KHQ-TV (6) Radio Central Bldg 
zn 4. Madison 4-5131. A hr $625, AA m 
$190. ID $95. R. O. pesning p & gm; 
J. Birnev Blair cm: Kat 

Speheee. KREM- TV. 2) 4103 g Regal zn 

. Keystone 4-0466. AA hr $625, m $160 
$80. Louis / ~R p & gm; Robert 
Temple st m: Petry rep. 

Spokane, KXLY-TV (4) 315 W. Sprague. 
Madison 4-4291. AA hr $625, m $150, ID 
$75. James R. apeeee gm; Robert V. 
Weitze sls m: H-R r 

Yakima, KIMA-TV (29) Box a ' a 
court 2-9111. AA hr $600. m $150. ID $75. 
Thomas C. Bostic gm: Monte a ao trehi 
tv sls d; Hollingbery rep. 





WEST VIRGINIA 


Bluefield, WHIS-TV (6) Municipal Bld 
Davenport 7-7115. A hr $240, $60, ID 
$30. John Shott st m & sis m; "Katz rep. 

Charleston, WCHS-TV (8) - Vir ania 
St _E. Dickens 2-8131. AA 
$175. ID $87.50. John T. Gelder Jr. h— 
& gm; C. E. Wheeler, g sis m; Branham 
rep. 

Charleston, WHTN-TV (see Huntington) 

Charlesten, WSAZ-TV (see Huntington) 

Clarksburg, WBOY-TV (12) 912 W. Pike 

St. Main 4-7573. AA hr $250, m $50, ID 


525. Roger Garrett gm; R. Russell 





Howard loc sis m; Avery-Knodel rep. 
Huntington, Oo wCH V (see Charleston) 
Huntington 


WHTN-TV (13) 625 4th Ave. 
Jackson 5-7661. AA hr $1,000, m $160, 
ID $80. Ro 


m; Pe rd rep. 
riesten, WSAZ-TV (3) vw 

Huntington. "Jackson 9-4127. 

“y $1,600, m $180. ID $90. vtr. Law x... 

H. Rogers II’ p & gm; Cc. T, Garten vp 


em; Katz rep 
Oak Hill-Beckley, weer af (4) Box 251, 
Oak Hill. Hobart 9-3361. hr $200, m 
$40, ID $20. Robert R. Seeens Jrno0o& 
=: Robert p ny st & sis m; Pearson, 


| wrer-ev (15) 121 W. 7th 
St. Hudson 5-4589. A hr $150, m $30, ID 
$15. Milton Komito st m & sls m; Pear- 


Pp. 

Wheeling, WTRF-TV (7) Ogden Bidg. 
Cedar 2-7777. AA hr $625, m $140, I 
= Robert W. Ferguson exec Mit & gm; 

. Needham Smith, sls m; Hollingbery 
et, 


WISCONSIN 


Eau Claire, WEAU-TV (13) 2415 S. Hast- 
ings Way. Temple 2-3474. A hr "$300, m 
ID Leo Howard gm; Wayne 
F. McNulty asst m & loc sis m; Holling- 
bery rep. 
Green Bay, WRet-ev (2) 115 S. . Sosa. 
Hemloc tne hr $400, $80, ID 
. Haydn R. Bod gm; "Robert ok 
Nelson ais m; Weed rep. 
Green Bay, WFRV (5) Mason & Roosevelt 
. Hemlock 7-5411, AA hr $600, m $120, 
D $60. Soren H. Munkhof vp & on Jack 
AH, st_m:; Headley-Reed 
Green Bay, WMBV-TV (see Marinette) 
La Crosse, WKBT (8) 141 S. 6th St. 2-4678. 
AA hr ay ‘.. + ID $40. Howard my 
p&g orrison sls m; H-R re 
ueioin ‘Wiscery. “) 4801 W. ‘Beltline 
wy zn 5. Cedar 3-9791. AA hr $550, 
D . Ralph O'Connor gm; 
Richard Nickeson sls m: PGW_ rep. 
Madison, WKOW-TY (27) 215 W. Washing- 
ton Ave zn 3. Alpine 7-2261. AA hr 
ah SE ID $28. Ben F. Hovel gm; Head- 


wierees WMTV (33) W. Beltline Hwy. 
edar 3-5381. A hr $325, m $65, ID $33. 
Merritt Milligan gm; Donald G. Harrer 
asst m: Weed 

Marinette-Green Bay, WMBV-TV (11) Ra- 
dio-Television Park, } Hal e. Marinette. 
5-6631. A hr $300, m $60, ID $30. Joseph 
D. Mackin gm; William n Walker tv 
m: Hollingbery rep 

Milwaukee, WISN-TV. i12) 759 N. 19th St 
zn 3. Division 2-3000. hr $1.000, m 
$265, ID $100. William e. canta st m; 
Richard Foerster sls m; Petry rep. 

Milwaukee, WITI-TV (6) 5445 N. 27th St. 
zn 9. Uptown 3-1919. AA $1,400. m $290, 
ID $145. vtr. Terry H. Lee mng d: Jo- 
seph W. Evans Jr g sis m; Blair Televi- 
sion Assoc. rep. 

Milwaukee, WTMJ-TV (4) 333 W. State 
St zn 1. Broadway 1-6000. AA hr $1,450, 
ID $150. George Comte gm; Neale V. 
Bakke sls m: HRP rep. 

Milwaukee, WXIX (18) Schroeder Hotel. 
Gene Posner v: Gill-Perna ren. 

Superior, KDAL-TV (ee Duluth, Minn.) 

Superior, WDSM-TV (see Duluth. Minn.) 

Wausau, WSAU-TV (7) 714 5th St. 2-1021. 
AA hr $350, m $70, ID $35. Richard D. 
Dudley gm & cm; Meeker rep. 


WYOMING 


Casper, KSPR-TV (6) 3900 E. 2nd St. Box 
930. 3 3-5777. Hr $120, m $26, ID $12.50. 
Donald L, Hathaway gm; Marcus R. 
Nichols asst m:; Walker Rawalt ren. 

Cas t KTWO-TV 4 143 N. Durbin. 3- 

hr $150, $30. ID $i5. Bob 
ey gm & sis m mz Meeker zee. 

Chayene, deg Af (5) 2923 E 

4-4461. hr $200, m $40. ID $15. 
William od PS... vp & gm; Charlies P. 
Cahill cm: Hollingbery rep 

cheeee. KTWX-TV (9) Satellite of 
KTWO-TV Casper. ; 

Thermopolis, KWRB-TV (10) 500 Broad- 
way. 800. A hr $150. m $30, ID $15. Mil- 
dred V. Ernst co-o & sls m; J. P. Ernst 
co-o; Gill-Perna rep. 
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Quaker Oats has to get its work 
in before breakfast or it’s too 
late. So Ad Director, Robert 
Macdonald, developed a philos- 
ophy anyone can use—“Do it 
now! Doit yesterday ! But don’t 
put it off until tomorrow!” 


It’s a formula that looks to the 
future and, for that reason, 
leads very naturally into selling 
more than just product. 


Develop a personality. 


Mr. Macdonald feels that in- 
corporating public interest 
messages in product advertis- 
ing is an excellent way to pre- 
pare today for tomorrow. 


“It helps develop a friendly, 
likeable corporate personality,” 
he says. “And this is just as 
important as building a favor- 
able franchise for consumer 
product. A favorable corporate 
image makes it easier to get 
credit in financial circles, to 
attract reliable personnel and 
makes our own shareholders 
and employees feel that their 
company is unselfishly inter- 
ested in the nation’s welfare.” 
“And,” adds Mr. Macdonald, 
“do it now, or it will be more 
difficult later.” 


What was done? 


Mr. Macdonald asked his top 
management to get behind the 
Advertising Council . . . to in- 
corporate Council public serv- 
ice projects in all advertising of 
Quaker Oats products. 
Figures from October ’56 
through January ’59 show how 
massive the program has been. 
Newspaper circulation carrying 
Quaker Oats ads in support of 
Council causes was 130,585,940; 
magazine circulation, 244,713,- 
016; home impressions on TV 
and radio were 259,357,600 on 
network programs alone. 
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How fo put in a full day’s work 
... before breakfast 
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You can benefit, too. 


You can help your company 
build a more favorable corpo- 
rate image. Include Advertising 
Council drop-ins in your regu- 
lar advertising; use a Council 
advertisement instead of ““Com- 
pliments of a Friend” in your 
yearbook advertising; see that 
Council campaign posters are 
on bulletin boards in all your 
offices and plants. 


The advertising materials—re- 
production proofs, newspaper 
proofs and mats, posters, copy 
for radio and TV spots, etc.— 
are free. The current campaigns 
are: 


Aid to Higher Education 
Better Mental Health 
Better Schools 

Crusade for Freedom* 
Forest Fire Prevention 
Red Cross* 

Register, Contribute, Vote* 
Religion in American Life 
Religious Overseas Aid 
Stop Accidents 

United Fund Campaigns* 
United Nations* 

U. S. Savings Bonds 


*Not year-round campaigns 


For more information send in 
the coupon below, or call the 
Advertising Council branch 
office nearest you. Branches in 
Chicago, Los Angeles and 
Washington, D. C. 


THE ADVERTISING COUNCIL, INC., 
25 West 45th Street, 
New York 36, New York 


Please tell me how to tie - 


in with the Council. we a 
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UNITED TELEFILMS. In the midst 
of a market in which speculators are 
searching out securities with modest 
assets but glamorized prospects, tv 
enthusiasts are turning their attention 
north of the border to the Toronto 
market and drumming up interest in 
United Telefilms, Ltd. 

Actually, tv investors will realize 
that they have some familiarity with 
United Telefilms, since it is at pres- 
ent simply a Canadian distributor for 
the library of films that was sold by 
Warner Bros. to PRM, later renamed 
Associated Artists and finally ac- 
quired by United Artists. United 
Artists gave the Canadian tv and 
theatrical rights of the library to 
United Telefilms. 

But obviously the speculators are 
not excited about United simply be- 
cause it has the Warner library, and 
to understand their interest it’s neces- 
sary to sketch in some background. 
United was originally Donnell & 
Mudge, Ltd. The company was formed 
in 1919 and changed to its new status 
in 1957. 


BIG SHAREHOLDERS. The com- 
pany has an authorized capital of 
six million shares, of which 2.6 mil- 
lion were outstanding at the time 
United was registered on the Toronto 
Exchange last July. At that time the 
five largest shareholders of record 
were: Gardiner, Watson, Ltd., To- 
ronto brokerage firm, with 1.8 mil- 
lion shares; Crown Trust Co., trustee 
of 300,000 shares, Thomson & Mc- 
Kinnon, representing 100,000 shares; 
R. H. Scarlett & Co., also 100,000 
shares, and Bache & Co., 33,100 
shares. 

The fact that so many shares are 
held in brokerage names with no 
individuals listed merely reflects 


Canadian security regulations, which 
do not require a non-dividend paying 
stock to name its shareholders but 
permits them to be masked by street 
names until a dividend is paid. 
Nevertheless, there are two or three 
names that provide some clues to the 


Wall Street Report 





principals involved in United. Ken- 
neth Kelman, president and director, 
is beneficial owner of 310,000 shares 
and is the holder of voting trust cer- 
tificates issued by the Crown Trust 
Co. and representing 300,000 shares. 

In Canadian circles Mr. Kelman is 
regarded as a nominee for Lou Ches- 
ler, Canadian financier who first pur- 
chased the Warner Bros. library and 
more recently has been associated 
with such volatile U. S. securities as 
General Development Corp., the 
Florida land company, and Universal 
Controls. If the Canadian reports are 
true, it would seem that Chesler in- 
terests own or control at least 600,000 
shares of United common. This posi- 
tion existed prior to the early part 
of 1959 when additional United 
shares were issued and then tossed 
on the market as a consequence of 
United Artists’ interest in the com- 
pany. 


DISTRIBUTION RIGHTS. In Decem- 
ber of 1957 United acquired the 
right to distribute the Warner li- 
brary, including feature films. and 
cartoons, for $500,000 in cash and 
the issue of 1.3 million shares of 
United common. These temporarily 
made UA the largest stockholder and 
gave it the right to three directors on 
a five-man board. 


However, United Artists disposed 
of a large amount of its holdings in 
United and consequently gave up its 
representation on the board. There 
are now approximately four million 
shares of United outstanding. 

The third individual of prominence 
connected with United is Carfield P. 
Cass, vice president and general man- 
ager. Mr. Cass was formerly in 
charge of MGM operations in Canada. 
He has received an option on 50,000 
shares of United common at $1 per 
share until Feb. 4, 1961. A man of 
Mr. Cass’ broad background, while 
quite useful in developing the com- 
pany’s distribution organization, 
would seem to be geared to a broader 
range of activities. 


DIVERSIFIED PLANS. The com- 


pany has branched out in a small 
way. Early this year it launched a 
record company, having hired some 
of the former MGM record-division 
staff to supervise the new operation. 
It’s also reported that representatives 
of the company are dickering with 
Charles Feldman, Hollywood talent 
agent, to bring his company, along 
with the properties it owns or con- 
trols, into United. Also, the company 
is reported to have some designs on 
acquiring additional inventories of 
feature films from major producers, 
with 20th Century-Fox’s library men- 
tioned as one possible candidate, al- 
though at present it seems unlikely 
that company 
backlog. 


would release its 

In general, however, it is the ob- 
vious intention of the forces directing 
United’s affairs to make it into an 
entertainment company with diversi- 
fied interests. 

The main problem, of course, is 
where and how United will get the 
money to swing any major acquisi- 
tions. There is always the possibility, 
of course, that it can issue shares for 
some properties, but shares in a specu- 
lative Canadian company are unlikely 
to hold too great an appeal for seri- 
ous investors. 


June :. 1959, Television Age 81 








Bakeries (Continued from page 37) 


mercial with the saying, “That’s what 
Ah said, Mead’s fine bread.’ By in- 
creasing our commercial to 20 seconds 
we were able to do a more effective 
selling job. As a result of adding this 
tag line, we feel these words have be- 
come a household saying in west 
Texas, Oklahoma and New Mexico. 

“We own 12 bakeries,” Mr. Mead 
continues, “thus requiring us to use 
television in 12 separate markets. We 
use only nighttime Class AA spots, as 
we have learned they are the most ef- 
fective and reach all members of the 
family. We have been on television 
for the past six years, and this medium 
will continue to receive the major 
part of Mead’s advertising budget.” 

In cities where Mead has bakeries 
the bread company distributes weekly 
television schedules carrying pro- 
grams from Tuesday through the fol- 
lowing Wednesday. 

Typical spot schedule is that on 
K¢NC-TV Amarillo where 10 20-sec- 
ond Class AA announcements are car- 
ried weekly. Annual tv budget on this 
one station is approximately $10,000. 
Last year Mead spent an estimated 
$281,070 in spot television. 


Heavy Response 


“The Braun Baking Co. is now en- 
tering its fourth year as a television 
advertiser, promoting the daily sale 
of bread through the highly rated 
News at Noon on KDKA-Tv Pitts- 
burgh,” says Charles Llewellyn, ac- 
count executive for Ketchum, McLeod 
& Grove, agency for the account. 

“In a challenging market where a 
total of 30 competitors has access to 
our consumers, we depend heavily on 
KDKA-TV, our only television buy, to 
maintain our present position as lead- 
ers and also to introduce new lines to 
the public. 

“A recently completed survey in 
which 1,000 adults were asked, ‘If 
your favorite store sold all brands of 
bread, which brand would you pre- 
fer?,’ 48 per cent stated their prefer- 
ence for Braun’s,” the advertising 
man continued. “When we push a par- 
ticular brand of bread, we find that 
we obtain immediate and heavy con- 
sumer response, a tribute indeed to 
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the selling power of television.” 

Mr. Llewellyn added that the bakery 
this year would for the first time buy 
all available wrap-up programs fol- 
lowing the Pittsburgh Pirates’ away- 
from-home telecasts on KDKA-TV dur- 
ing the season. 

The bakery spends about $100,000 
for the Monday-through-Friday 15- 
minute telecast of News at Noon. E. R. 
Braun Jr. is principal executive of the 
Pittsburgh bakery. 


Biggest Baker 


Last year Continental Baking Co. 
put an estimated $9,223,910 into spot 
billing and only $700,000 into net- 
work. While the company has used 
network programs since 1952, it is 
coming to rely more and more heavily 
on spot each year. 

In 1959 spot television totals are 
expected to surpass those of 1958. 

Handled by Ted Bates & Co., New 
York, the Continental schedule in- 
cludes announcements and programs 
on nearly every tv outlet in important 
markets. 

A long-time favorite with Con- 
tinental is the CBS Film Sales syndi- 
cation, Annie Oakley, which is cur- 
rently running for the fourth year in 
some markets. Continental is also a 
participator in or sponsor of a num- 
ber of children’s shows and scatters 
the balance of its huge appropriations 
in both day and night spots. 

Speaking of the Annie Oakley af- 
filiation, Lee Mack Marshall, advertis- 
ing manager of Continental, says: “It 
is my belief that an advertiser can 
increase the effectiveness of his pro- 
gram by 60 to 70 per cent if he uses 
a strong merchandising campaign. In 
Annie Oakley we have a show which 
lends itself very easily to merchandis- 
ing. Gail Davis, in the title role, is a 
wholesome, appealing personality. 
Her delivery of commercials is sin- 
cere, and her personal appearances tie 
in nicely with promotion work being 
done by our local advertising.” 

In Omaha, where Continental buys 
a minute in Class A time each week 
on KETV, the local Continental sales 
manager, Ross Girratono, has worked 
out a tie-in with his sales force. Each 
salesman is assigned a number of jobs 
on his route, Mr. Girratono points out. 


Such things as improving his displays 
in grocery stores, gaining more dis- 
play space, and other assignments are 
important to over-all sales. “Each week 
the salesman who has done the best 
job in his assignments gets to appear 
on our tv show,” the sales manager 
says. “To make it more interesting and 
to get his family interested we also 
take the winner and his wife to dinner 
the evening he is to appear. These 
winners are selected well in advance so 
as to give him time to build an audi- 
ence from his route and consumers in 
his territory. . . . We also use the sign 
made by our station, “Watch for me on 
KETV, channel 7, and he wears a lapel 
button reading the same. I am happy 
to say there has been a lot of enthu- 
siasm shown by our salesmen and sup- 
ervisors in taking advantage of this 
extra advertising and the results have 
been most gratifying.” 

Here are some other examples of 
Continental budgets and present sched- 
ules on typical stations: 

On KTVK Phoenix the company has 
advertised consistently since 1955 and 
is currently using one minute spot 
a week. Annual budget is about $700. 

On xvip-Tv Redding it carries a 
regular schedule of ID’s, 20's and 
minutes amounting to about $9,000 
annually. This schedule has been 
maintained since the station went on 
the air Aug. 1, 1956. 

On KTBS-Tv Shreveport the present 
schedule calls for six 20-second spots 
on Hostess donuts, five minutes on 
pies, eight 20-second spots and a 
minute each week on bread. 

On xKasc-Tv Los Angeles Con- 
tinental promotes Hostess cakes and 
cookies with alternate-week sponsor- 
ship of Annie Oakley Monday and 
Thursday from 6 to 6:30 p.m. Budget 
is nearly $24,000 annually. 

On WLw-T Cincinnati, Continental 
promotes Wonder bread with 20’s at 
12 noon, 2:45 p.m., 4:15 p.m. and 
10:30 p.m. Mondays, 4:30 p.m. Tues- 
days, at noon Thursdays and Fridays 
and at 10 p.m. Sundays. Profile bread 
is promoted with 20’s at 11:45 a.m. 
Tuesdays and 4:15 p.m. Fridays, with 
a minute in the Gold Cup Matinee film 
on Sundays (6-7:30 p.m.). At noon 
on Tuesdays a minute is carried for 
Hostess cakes. 
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In 40 Markets 


American Bakeries spent an esti- 
mated $1,297,000 in national spot last 
year, with its heaviest concentration 
in the southeastern states, where it 
sponsored the Jack Wrather property, 
The Lone Ranger, in addition to car- 
rying a heavy schedule of announce- 
ments, 

During the last quarter the bakery 
was active in about 40 markets, pro- 
moting Merita bread and cake, Cook 
Book donuts and bread, Sunbeam and 
Taystee bread and Thaw-n-bake rolls. 
Young & Rubicam in Chicago handles 
the account. 

Examples of American schedules 
currently running include: 

wpBo-Tv Orlando carries the Lone 
Ranger, 6:45-7:15 p.m. Tuesdays, 
scheduled for 52 weeks. 

wpix New York has carried the 
Taystee weather show (7:25-30 p.m., 
Mon.-Fri.) for the past nine years 
without a break. 

WAVE-TV Louisville is carrying a 
regular spot schedule for American’s 
Taystee bread. 

wsoc-Tv Charlotte carries Lone 
Ranger (6:30-7 p.m., Sun.) on a 52- 
week basis. 

wtvn-tv Columbus has carried a 
consistent spot schedule. At present, 
the station carries 10 daytime minutes 
each week for American. Average an- 
nual budget amounts to about $5,000. 

In Springfield, Mo., the bakery car- 
ries a schedule of announcements pro- 
moting Taystee bread. Sales of the 
brand have reportedly increased sub- 
stantially since the schedule started. 
Annual budget is about $10,000. 

WLw-T Cincinnati carries minutes 
for Taystee bread on the Today show 
(8-8:30 a.m.) Mondays and Tues- 
days, at 7:24 a.m. Thursdays and on 
the Gold Cup Matinee Wednesday and 
Thursday (5-6:30 p.m.). On Fridays 
a 20 is carried at 3 p.m. 


Emily Tipp Campaign 

Ward Baking Co. has used tele- 
vision as its principal advertising 
medium for several years, but it was 
not until it hit upon the use of a car- 
toon character to extoll the virtues of 
its product in its animated com- 
mercials that it really hit the jackpot. 





Hyman Waitzman (l.), regional manager, American Bakeries, is presented a 
cake on the ninth anniversary of the bakeries’ weather sponsorship over wrix 
New York. Taystee Weather appears Monday through Friday from 7:25 to 7:30 
p.m. With Mr. Waitzman are (Il. to r.) John Patterson, vice president, wPIx; 


Joe Bolton, weather forecaster for the program, and William J. Tynan, vice 


president, Peters, Griffin, Woodward. 


First trying a half-hour syndicated 
adventure series in 1952 and then 
switching to children’s shows in 1953- 
55 without substantially increasing 
sales, Ward Baking and its agency, 
J. Walter Thompson, began looking 
for a better way to promote its Tip 
Top bread. 

Aware that most bread purchases 
are on “impulse,” Ward executives 
began looking for suitable spot com- 
mercials with recall value. A decision 
was made to try something “off beat,” 
according to advertising manager A. 
F. Guckenberger. “We wanted a char- 
acter appealing to young homemak- 
ers,” he said. Finally it was decided 
that the charactaer they wanted was 
best exemplified by a prim old lady. 
That was when Ed Graham, creator 
of Harry and Bert Piel, came up with 
the Emily Tipp format. 

Since then Emily Tipp, with her 
mid-Victorian voice and manner, has 
become saleslady extraordinary for 
the company’s principal product. In 
a test in St. Louis, awareness of Tip 
Top advertising increased more than 
100 per cent, and other tests bore out 
those findings. As a result Emily Tipp 


ID’s, 20’s and minutes were worked 


out, and today she is the spokesman 
for Ward in all markets in which it 
distributes. 

Last year’s spot total came to an 
estimated $1.6 million, about 70 per 
cent of the total advertising budget, 
and sales have shown a satisfactory 
response. The campaign is being con- 
tinued in all markets. 

Ward commercials are placed both 
in day and night programs, some in 
children’s shows and others in movies 
and other participation programs. 
Typical is the campaign on werix New 
York where they run in the weekday 
children’s cartoon show. 


Pennington Campaign 


“Tv has always been the basic ad- 
vertising medium for Pennington 
Bread Co., of Dayton,” says W. James 
Bridges of Bridges-Sharp and Assoc. 
“And the client has always believed in 
merchandising the use of the medium. 
The company uses a 10- and 20- 
second spot each day on WLW-D Day- 
ton. 

At present, the bakery is using the 
end seal of each loaf of bread to give 


children a chance to collect pictures 





June 1, 1959, Television Age 





02 
Ov 





KDKA-TV news director Bill Burns (l.), 
to get acquainted fully with the prod- 
ucts of his sponsor, Braun’s Bakery, 
accompanies the plant supervisor on a 
tour of the bakery. Braun’s sponsors 
the 15-minute News at Noon Monday 
through Friday on KDKA-TV Pitts- 
burgh. 


of two of their favorite personalities 
with each purchase of Pennington 
bread. The end seal can also be sent 
to WLW-D as a request for a Penning- 
ton badge. 

Average week brings 100 pieces of 
mail, usually totaling 300 requests for 
badges. This demand has been con- 
tinuing at this rate since November 
1958. Slogan for the campaign is 
“Pennington Pals Prefer Pennington 
Bread.” 

A previous campaign, just closed, 
used minute announcements, with a 
leading fashion model presenting a 
45-second fashion tip. Closing mes- 
sage was a 15-second pitch on Pen- 
nington bread. Slogan for that cam- 
paign was “Particular People Prefer 
Pennington Bread.” 


70 Per Cent Tv 

Star Bread Co. of Denver has be- 
come an important regional baker, 
using television consistently for near- 
ly four years. About 70 per cent of its 
advertising budget 
medium. 

Currently Star is co-sponsoring the 
CBS-TV syndication, Whirlybirds (9- 
9:30 p.m., Mon.), and the Famous 
Films series, African Patrol (9-9:30 
p.m., Thurs.) , both on KLZ-Tv Denver. 
Live announcements are used to illus- 
strate use of various varieties of bread 
as a part of the meal, such as Star 


goes into the 
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Farm Crunch bread, dipped in egg 
batter and made into French toast. 

Marshall Robertson Adv. handles 
the account. “Six weeks ago,” says Mr. 
Robertson, “we introduced Star black 
rye bread to the Denver market. To- 
day Star bread is enjoying 100-per- 
cent distribution, and sales are mov- 
ing along at an extremely good pace.” 

Annual television budget is $37,- 
500. 





Selling (Continued from page 37) 


NBC shows calculated to reach a women’s 
audience. Night announcements are _ in- 
tended to reach all the family. Annual 
budget is about $10,000 on KeNc-Tv. 


Cotton Baking Co., Shreveport. Carl A. 
Bornman, vice president. The bakery is a 
firm believer in tv advertising and uses it 
throughout its regional territory. It sponsors 
the Ziv program, Highway Patrol, on KTRE- 
tv Lufkin (9:30-10 p.m., Wed.), as well as 
a schedule of 14 10-second spots each week 
in Class A time. The bakery has used KTRE- 
TV continuously since 1956. Announcer 
Murphy Martin gives live ad-lib commer- 
cials on the Highway Patrol program. No 
newspaper is used, and the Cotton Holsum 
brand represents 35 per cent of total bread 
volume in a six-brand market. Annual budg- 
et approximately $15,000. The company 
uses a schedule of nine ID’s, one minute 
and two 20’s each week on KTBS-TV Shreve- 
port. On xpic-tv Lake Charles Cotton uses 
23 Class A minutes, 18 Class D minutes and 
12 Class C minutes monthly. Annual budget 
is around $15,000. 


Eddy’s Bakery, Boise. Carl Beavers, man- 
ager. After sponsoring the Ziv series, Cisco 
Kid, on ktvs Boise for a period of two 
years, the bakery has returned to the pro- 
gram and recently signed a 52-week con- 
tract. Annual budget is between $16,000 
and $18,000. 


Evangeline Maid Baking Co., Tyler, 
Tex. The bakery uses a heavy schedule on 
Kpic-tv Lake Charles, with 14 programs 
per month in Class A time, as well as 31 
ID’s and 39 minutes. Annual budget is 
about $9,000. 


Grocer’s Baking Co., Louisville. Howard 
Bright, advertising manager. Alternate 
sponsor of the California National Produc- 
tions syndication, Danger Is My Business, 
on WAVE-TV Louisville for Honey Krust 
bread. Graeme Gilmore, radio and televi- 
sion director for Zimmer-McClaskey, agency 
for the bakery, credits the “excellent rat- 
ing” the show enjoys for the continued 
sponsorship. 


Hansen Baking Co., Seattle. Dick Hoyt, 
Bakery buys spot 


advertising manager. 





schedules in Seattle on KING-TV and KtNrt- 
TV and in Bellingham on Kvos-TV to adver- 
tise its Roman Meal and Sunbeam bread. 
The company schedules 15 daytime an- 
nouncements weekly on KING-TV. 


Hekman Biscuit Co., Grand Rapids. Ed- 
ward J. Hekman, president. Buys four Class 
C ID’s and three Class B ID’s each week 
on woop-tv Grand Rapids. 


Holsum Baking Co., Charlotte. Buys 
ID’s, 20’s and minutes in all classes of time 
on a regular basis on wsoc-tv Charlotte. 


Holsum Baking Co., Salina, Kan. Robers 
& Smith Adv., Kansas City is the agency. 
Buys 10 ID’s and minute spots per week on 
KCKT Great Bend. Class AA, A and C time 
are used. Annual budget about $6,000. 


Holsum Baking Co., Springfield, Mo. 
Byron C. Welch, manager. Buys five-minute 
weather show Monday through Friday on 
KYTv Springfield. The company recently 
doubled its budget, adding a regular sched- 
ule of spots to the weather show. “Regular 
use of live demonstration is the most ef- 
fective method of creating and maintaining 
a favorable product image,” says Mr. 
Welch. Annual budget is about $8,000. 


Ideal Baking Co., Texarkana. John Gar- 
vey, principal executive. Currently using six 
Class A announcements weekly on KCMC-TV 
Texarkana. Bakery has previously used as 
many as 20 per week and sponsored 6 p.m. 
news across the board. Annual tv budget is 
about $10,000. 


Ideal Baking Co., Tyler, Tex. Ray Van- 
derpool, president. Bakery uses a heavy 
schedule of 10-, 20- and 60-second film spots 
on KTRE-TV Lufkin. As a result of the cam- 
paign, Ideal is consistently a top bread 
seller in the Lufkin market. William Finn 
Adv. of Tyler is the agency. Annual budget 
is about $15,000. 


Interstate Bakeries, Kansas City. John 
R. Dow, president. Interstate Bakeries is a 
constant user of television throughout its 
large territory. Last year the company is 
estimated to have spent $1,263,860 in spot 
tv alone. During the final quarter the com- 
pany was in more than 50 markets advertis- 
ing its various brands, including: Blue 
Seal, Butternut, Log Gabin Sun Rich, Mrs. 
Karl’s Sunbeam, Upside Down and Webers. 
Typical schedule is that on woop-tv Grand 
Rapids where it is currently using three 
Class AA ID’s and two Class A minutes 
weekly. 


Jaeger Baking Co., Milwaukee. Armin 
Jaeger, principal executive. The bakery 
uses 41 10-second spots per week on WTMJ- 
tv Milwaukee. Budget for the 20-week 
schedule is about $27,700. “Business is 
good,” Mr. Jaeger says in response to in- 
quiries about the results of the campaign. 

(Continued on. page 86) 
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Washington Memo 


EQUAL-TIME ENIGMA. Thanks to 
some persuasive lobbying by the Na- 
tional Association of Broadcasters, 
the White House has given a power- 
ful and probably decisive boost to 
chances for repeal of the equal-time 
ruling for political telecasts. And, 
despite the impassioned plea of per- 
petual candidate Lar Daly to the 
FCC to ignore the Justice Depart- 
ment’s request for a reversal, the 
prospect is that the equal-time pro- 
viso will be overhauled and clarified 
in plenty of time for the 1960 
elections. 

In fact, a bill to amend contro- 
versial Section 315 of the Communi- 
cations Act has already been in- 
troduced by Senator Vance Hartke 
(D—Ind.). It would exempt news- 
casts from the equal-time require- 
ment and free stations from libel 
liability in some political broadcasts. 
Additionally, it would not require 
stations to give equal time to splinter 
candidates for President and Vice 
President, a provision designed to 
head off Lar Daly in Chicago. 

Chances of action soon in one form 
or another seem eminently bright, 
in the present political atmosphere 
of Washington. For one thing, the 
Harris Legislative Oversight Sub- 
committee is far from dormant, hav- 
ing issued a recent report blasting 
anew at influence peddling and call- 
ing for legislative correction of 
abuses in regulatory agencies. 

Secondly, the running feud be- 
tween the FCC and the courts is still 
extremely active, with cases being 
remanded almost daily and with the 
court reversing several FCC channel 
grants. 


NOBLESSE OBLIGE. The upshot of 
all this would appear to be that 
Congress and the FCC soon will get 
together on at least a clarification 
if not outright repeal of Section 315. 
The FCC is in a poor position to 
resist Congressional demands, White 
House pressure and Justice Depart- 
ment statements. 





It was the Justice Department, 
prodded by the White House which 
in turn was prodded by the NAB, 
which turned the white heat on the 
subject. Specifically, Attorney Gen- 
eral William P. Rogers, in a “memo- 
randum” to the President, urged “re- 
consideration and reversal” of the 
commission’s ruling that Lar Daly 
was entitled to equal time with other 
candidates for mayor of Chicago 
under Section 315. 

Clearly implicit in the Attorney 
General’s statement was the view that 
the law didn’t need changing nearly 
as much as the FCC’s interpretation 
of it. Mr. Rogers said a “common 
sense application” of Section 315 
was all that was required. 

He pointed out that the FCC, as 
recently as 1957, had ruled that the 
equal-time provision did not apply 
to news programs. In the case re- 
ferred to, the commission rejected a 
claim for equal time after one candi- 
date had been shown on a news pro- 
gram on the basis that there was no 
evidence that the candidate pictured 
“initiated or requested the filming of 
the ceremony or its presentation by 
the station.” 


WHAT’S THE DIFFERENCE? The 
Attorney General pointed out that 
the case of Lar Daly, who asked 
equal time after Chicago Mayor 
Richard J. Daley was shown on a 
news program welcoming the Presi- 
dent of Argentina, and the 1957 case 
were “indistinguishable,” saying 
Mayor Daley had taken no steps to 
be placed on the air. 

Justice and the FCC seemed agreed 
on one thing: the rule of the FCC, 
as interpreted in the Daly case, 
might, in the words of the memo- 
randum, “effectively bar all direct 
news coverage of important cam- 
paign developments.” This, it con- 
ceded, would be little short of 
disastrous. 

“Urging reconsideration and re- 
versal of this decision, the United 
States’ position is that Section 315 


does not support the holding that 
every time a candidate is shown on 
a regular news program, at the sta- 
tion’s sole initiative, such showing 
constitutes a ‘use’ by him,” the mem- 
orandum stated. 

“Especially so, since such holding, 
by requiring the grant of equal time 
for all other candidates, might effec- 
tively bar all direct news coverage 
of important campaign develop- 
ment.” Such a holding, the memoran- 
dum said, “would make impossible 
the successful news programming of 
a campaign. Thus the public interest 
which is best served by the widest 
coverage of campaign events would 
be frustrated.” 


WHAT’S AHEAD? Petitions for re- 
consideration of the Daly decision 
have already been filed with the 
FCC by CBS, NBC, Westinghouse 
Broadcasting Co. and NAB. It seems 
likely that in view of the Justice 
Department pronouncement, more 
organizations will join the parade. 
The Justice Department urged the 
FCC, in view of the “unsettling 
effects” of its earlier ruling, to re- 
verse its position and write a new 
opinion giving its views in full. 
The FCC actually would like to 
do nothing better but contends that 
its hands are tied by the law as 
presently written. It holds to the 
view that it’s the law, rather than 
the interpretation, that needs amend- 


ing. 
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Selling (Continued from page 84) 
Kroger Co., Bakery Division, Cincin- 
nati, Buys daily participations on the Ruth 
Lyons’ 50-50 Club, wuw-t Cincinnati (12- 
1:30 p.m., Mon.-Fri.). In a recent four-week 
promotion of Kroger bread 165,678 pieces 
of mail were received, wtih 90 per cent of 
the writers including wrappers from Kroger 
bread, although it was not required. “We at 
Kroger are especially impressed by the in- 
creased sale of Kroger bread since the be- 
ginning of the promotion for this item,” 
says Rodger J. Neiser, manager of advertis- 
ing and sales for Kroger. 


Langendorf United Bakeries, San Fran- 
cisco. Norman Mork, advertising manager. 
This large regional bakery uses television 
in all of its markets. During the last quarter 
it was on stations in 25 markets advertising 
its various products, including Barbara 
Ann, Butternut and other breads. Typical 
of the schedules is the use of 20-second 
spots in Class AA time 52 weeks a year on 
KP1x San Francisco; a nighttime spot sched- 
ule, plus participations in a morning version 
of Romper Room, on KTNT-TV Seattle-Ta- 
coma; 20’s on KING-TV Seattle-Tacoma, and 
participations Monday through Friday (10- 
11 a.m. on Chucko the Clown, Sunday at 1 
p.m. in Faith for Today and Sunday 8:30 
p.m. after Maverick, all on Kasc-tv Los 
Angeles. Annual budget on each station is 
around $40,000. Total spot budget is $704,- 
640. 


Malbis Bakery, Mobile. The bakery spon- 
sors the Screen Gems series, Rescue 8 on 
waLa-tv Mobile. Decision to buy Rescue 8 
came because the bakery was so well 
pleased with the Union Pacific series which 
it had sponsored in its entirety. Annual 
budget is between $8,000 and $10,000. 


Master Bakers, Eureka, Cal. Dick Koe- 
nig, president and general manager. Bert 
Wood Adv., agency for the account. Bakery 
uses California National Productions syndi- 
cation, Flight, on Kvig-tv Eureka (7-7:30 
p.m., Wed.) on a 52-week basis, as well as 
156 20-second spots a year. Gene Smith, of 
the Wood agency, believes the series will 
continue to give Butternut bread the com- 
plete saturation plan of advertising it 
wants. The spot campaign is on Big Loaf 
bread, another Master Bakers brand. 


McGough Bakeries, Birmingham. Wil- 
liam Goodman, general manager. The bak- 
ery uses an animated film ID in Class AA 
time each day on werc-Tv Birmingham. An- 
nual television budget is approximately 
$50,000. 


Metz Baking Co., Sioux City. G. R. Cas- 
sem, vice president in charge of advertising. 
Sponsors the Ziv program, Mackenzie’s 
Raiders, weekly on a 52-week basis. Also 
uses a schedule of ID’s to promote special 
products and new packaging. “In this day 
of competition with private labels we feel 
that television is one sure way of keeping 
the homemaker familiar with our various 
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products,” says Mr. Cassem. “Television pro- 
vides us with a positive method of inform- 
ing the public of product and package 
changes. We like it.” The show is getting a 
37 rating in the market. Annual budget is 
around $20,000. 


Midland Bakeries, St. Louis. Rutledge & 
Lilienfeld Adv. is the agency, with Gerry 
Deppe account executive. The bakery has 
found that sponsorship of United Artists 
Associated’s Popeye over KMOX-TV St. Louis 
(4-4:30 p.m., Mon.-Fri.) has boosted sales. 
“Harvest sales in October, November and 
December of 1958 were up 35 per cent over 
the same period in 1957,” says Mr. Deppe. 
Two live characters, Cooky and The Cap- 
tain, introduce the films. Their pictures, 
with a line about the show, are used for 
end sales on Harvest bread packages. 


Omar Bakeries, Columbus. Joe Ray, 
Columbus manager. Bozell & Jacobs, Chi- 
cago, is the agency. The bakery has used 
television in Columbus over a period of 
years and currently is using all three sta- 
tions. Schedule on wtvn-tv Columbus calls 
for 16 live minutes per week, scheduled in 
both day and night time. Annual budget on 
WTVN-TV totals around $8,000. 


Rainbo Bakeries, Chico, Cal. Tom Little, 
sales manager. The bakery uses a heavy 
schedule of 10- and 20-second film spots on 
Kvip-Tv Reading. The annual budget has 
been increased about $2,000 during the past 
two years and now totals around $13,000. 


Rainbo Baking, Cincinnati. Carries ID’s 
at 9:30 p.m. Thursday. and 10 p.m. Wed. 
and minutes on the Paul Dixon Show (9- 
10:30 a.m., Mon.-Wed.-Fri.), all on wLw-tT 
Cincinnati. The company was so well 
pleased with results that it donated space 
on 100 Ohio bus lines busses plugging the 
Dixon show and cross-promoting Rainbo 
bread. Carried banners on both sides of 
their 70 bread trucks calling attention to 
the fact that Rainbo was part of the Dixon 
show. 


Roskam Bakeries, Grand Rapids. Don 
Roskam, president. The bakery buys two 
announcements in Class AA time each week 
on woop-tv Grand Rapids. 


Roslyn Bakery, Indianapolis. J. D. 
Clark, principal executive. The bakery is 
running a test campaign of six live minute 
spots each week on wLw-1 Indianapolis. 


Smith’s Sunbeam, Mobile. Gordon 
Smith, president. Bakery carries regular 
series of film announcements on WALA-TV 
Mobile. Film is a cartoon with jazz-theme 
message. Annual budget is about $12,000. 


Southern Bakeries, Inc., Atlanta. Ogden 
Geilfuss, president. Uses five ID’s per week 
on wWLw-A Atlanta. 


Tri-State Baking Co., Borger, Tex. Max 
Sweet, principal executive. Three years ago 
Mr. Sweet came to KGNc-Tv Amarillo with 












117 in Color 


Sixty-four and one-half hours 
of color programming, more than 
half of which originated locally, 
were offered to the viewers of 
Philadelphia by wrcv-tTv be- 
tween April 18 and May 1. 


In addition to regularly sched- 
uled NBC network colorcasts, 
WRCV-TV carried local news, 
weather and farm programs in 
tint, as well as hour and full- 
length feature films. 





the idea of building the corporate image of 
his company and the quality of his product. 
A low price was keeping sales of his Ten. 
dercrust bread on the best-selling list. His 
object was to convince bread buyers that it 
was a quality product. He purchases the 
Ziv syndication, Highway Patrol. The 30- 
minute program has appeared on KGNC-TV 
since that time and currently is shown at 
9:30 p.m. Monday. Mr. Sweet feels that his 
tv advertising has done an outstanding job 
in building the reputation of Tendercrust 
as a quality loaf. Annual budget is about 
$7,000. 


W elsh’s Bakery, Reno. Buzz Welsh, prin- 
cipal executive. Bill Brennan handles the 
account for Ross Jurney & Associates, Salt 
Lake City. The bakery uses a Class AA 20 
each night and is planning additional sum- 
mer spots. Annual budget is about $10,000. 


Peter Wheat Bakeries, Grand Rapids. 
Robert Eckhardt, principal executive. The 
bakery schedules a minute spot each week 
on woop-tv Grand Rapids. 


White Baking Co., Cincinnati. Buys 
minutes in the Today show. Scheduled in 
8-8:30 a.m. portion Tues., Wed., Thurs. 
Fri. and 7-7:30 a.m. portion Mon. 


Wortham Butternut Bread, Texarkana. 
Dudley Wortham, principal executive. The 
bakery is sponsoring the NTA syndication, 
U. S. Marshal, on xcmc-tvy Texarkana 
(7:30-8 p.m., Monday). Before that it spon- 
sored Sheriff of Cochise for two years and 
before that Grand Ole Opry and Eddy 
Arnold Show. Television has been quite 
successful for this sponsor. After using tv 
to promote its raisin bread, this specialty 
has become a tremendous seller throughout 
the market. Annual budget is around 
$11,000. 


Wyoming Bakery buys a 20-second and 
minute film spot on KwrB-Tv Thermopolis, 
Wyo., and Kspr Casper a 4 p.m. western 
movie each Tuesday and Thursday. 





In the picture 






Paul Freyd, director of marketing at Batten, Barton, Durstine & Osborn, Inc., has 
been elected a vice president of the agency, it has been announced by BBDO president 
Charles H. Brower. Mr. Freyd joined the agency in his present position last month. For 
the past three years, however, he has served BBDO as a special consultant in the fields of 
marketing strategy, merchandising policies and sales-promotion tactics. His experience has 
spanned 30 years in the marketing field; he has been general merchandise manager for 
a specialty-store chain, advertising executive and merchandising specialist of Sears, Roe- 
buck & Co., and, for 11 years, a management consultant. Mr. Freyd’s academic back- 
ground includes attendance at Kent College in Chicago and Northwestern University. He 








The formation of a new operational body known as the creative board has been 
announced by Wilson A. Shelton, senior vice president in charge of the creative depart- 
ment of Compton Advertising, Inc. Chairman of the new board, which will concentrate 
the experience of the agency’s top creative executives on all client advertising, is Clifford 
Dillon, vice president and former assistant creative director at Compton. Prior to joining 
the agency in 1954 Mr. Dillon served as vice president and copy chief at Sullivan, Stauf- 
fer, Colwell & Bayles and at Dancer-Fitzgerald-Sample. He has also been a copy group 
head and member of the plans board at J. Walter Thompson. In announcing the new crea- 
tive board, Mr. Shelton stated that its formation “is another step in unifying our creative 
efforts. We feel it will contribute importantly to our over-all creative responsibilities.” 


is married to the former Winifred Riley and lives in New York City. 


Robert Kesner has been appointed a senior vice president and management account 





















supervisor on Newport cigarettes at Lennen & Newell, Inc. Prior to joining the agency 
Mr. Kesner had filled only two positions in advertising, each of which he held for a full 
decade. He came to L&N from the Coca-Cola Co., where he had been assistant ad- 
vertising manager for 10 years; for a similar length of time previously he had been 
director of advertising at American Home Foods, Inc. Holder of a B.S. degree from the 
University of Chicago, Mr. Kesner was a combat air communications officer in the U.S. 
Navy during World War II. He is married, the father of two children, and lives in Hast- 
ings-on-the-Hudson, N. Y. He is a member of the executive committee and chairman of the 





Three new vice presidents have been elected by 
Ellington & Co. They are Ernest Byfield (1.), 
Henry Covington (c.) and Franklyn Dyson 
(r.), all account executives of the agency. Mr. 
Byfield joined Ellington three years ago, coming 
from Kastor, Hilton, Chesley, Clifford & Atherton, 
Inc. Mr. Dyson has been with Ellington for two 
years, following service with Roy S. Durstine, Inc., 
while Mr. Covington, formerly with George T. Met- 
calf Co., has been with Ellington eight years. 


public-relations committee of the Graham School Orphan Asylum of New York. 


































Curtis A. Abel has been named a vice president of Young & Rubicam, Inc., and will 
serve the agency in the capacity of manager of its Los Angeles office, according to an an- 
nouncement by George H. Gribbin, president of the organization. Mr. Abel, who will re- 
port to Jack Smock, vice president in charge of the Y&R Los Angeles office, has been 
associated with the agency for the past 11 years. He first joined it in 1948 in the mer- 
chandising department and was appointed to the position of merchandising director in the 
Los Angeles office three years ago. Before beginning his association with Young & Rubi- 
cam Mr. Abel served as a sales and advertising executive at General Foods Corp. He 
attended Dartmouth and Harvard, graduating from the former in 1925 and from the latter's 
Business School two years later. He and his wife Marian make their home in Pasadena, Cal. 
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says John Guider, Pres. & Gen. Mgr. 


WMTW-TV 


POLAND SPRINGS, ME. 


The Warner Bros. library is 
sure-fire. These are films 
you can program dozens of 
different ways, and come up 
with a top rating every time. 
According to Mr. John 
Guider: 


“Last year we bought half the 
Warner Bros. library. The re- 
sults were completely satis- 
factory—both as to ratings and 
to sponsor reactions. So we 
just came back and bought 
the remaining half despite the 
fact that we already had the 
three other complete major 
packages. Those Warner Bros. 
features have certainly proved 
a real good buy.” 

Warner Bros. features offer 
big name stars, great pic- 
tures. Many stations run 
these films in several time 
slots, morning, afternoon 
and night. It’s a smart way 
to put the whammy on com- 
petition, and profitable, too. 


U1... 


UNITED ARTISTS ASSOCIATED, ic. 


NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 

LOS ANGELES, 9110 Sunset Bivd., CRestview 6-5886 
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THE LIGHTER SIDE In camera 
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Recently, Frank Nolan, assistant 
media director in charge of all print 
buying at Kudner Agency, Inc., 
marked his 25th year in the advertis- 
ing business—all of them with Kudner. 

He was presented with a color 
television set. 

aa a * 

Over in England they are certain 
that children are influenced by what 
they see on television. The Inde- 
pendent Television Companies As- 
sociation, accordingly, issued a rule 
to its advertisers with an accompany- 
ing letter that stated: 


“It has been suggested that they 
(the children) be set a better ex- 
ample.” 

The ITCA rule banned from Brit- 
ish tv “ask mommy to buy” and “ask 
daddy to get” commercials. 

What's more, youngsters appearing 
in ads will be expected to display 
good manners. When they want some- 
thing, they will be expected to ask 
for it, not demand it. When they are 
shown eating, they will do so prop- 
erly. 

Setting them a better example, in- 
deed! We never heard of anything 
so cruel and sadistic. Imagine, forc- 
ing children to ask for things and 
eating properly! 

* aa ” 

Stockton Helffrich, director of con- 
tinuity acceptance at NBC, is a fellow 
described as having a censor of 
In his job, that of blue- 
penciling all continuity, he’d have to 
in order to exist. And he does. 

One way Stockton does this is to 
let off steam by issuing broadsides 
about his work in the form of inter- 
department correspondence. 

We ran across a few recent Helf- 
frich reports, and after doing a bit 
of censoring on the material we pass 


humor. 


on the following: 

In Dayton a municipal judge took 
a crack at “television’s crafty at- 
torneys” as being directly to blame 
for court difficulties in finding jurors 
“who will listen to instructions in 
order to reach intelligent decisions.” 


Judge Carl D. Kessler is quoted as 

saying, “I want to make it clear to 

this jury that what Perry Mason and 

other tv lawyers do is make-believe, 

What we do here is the real McCoy.” 
* * * 

Mr. Helffrich credits Jay Heitin 
for uncovering the following UPI 
story from London: 

“What can a young couple de on 
@ honeymoon without a tv_set? 

“ ‘Nothing, said honeymooneralim 
Johnstone, 21, and his bride, Shelia, 
19, as they cut short their stay in 
Inverness, Scotland. 

“‘Our cottage had no tv set,’ they 
complained. ‘There was nothing to do 
except eat and sleep.” 

. * . 

Sometimes the continuity-accept- 
ance boys and girls are stumped ia 
drawing the fine line of distinction. 
And they get no help, in most cases, 
from viewers who write in. Here is 
a case in point which came from Mil- 
waukee, quoted verbatim: 

“We in Wannatosa, Wis., do not 
particularly care for those overly 
personal advertisements such as laxa- 
tive, muccous (sic) membrane, toilet- 
bowl! and sanitary-napkin type. 

“Most of your ads are all right, 
some in fact pretty good in fact. 

“Don’t pay any attention to any 
cards or letters that complain about 
too much violence or immodesty on 
the regular programs. I believe that 
you must face the facts of life and 
that includes robberies, 
beatings, and divorces, rapes and sexy 
dolls! Keep these on.” 


* ~ ~ 


murders, 


And, finally, Stockton reports on 
an item about a prisoner in charge of 
tuning in programs at San Quentin. 

At six every night he was supposed 
to tune in on a newscast. Instead, he 
came up with another station featur- 
ing re-creations of horse races. In 
spite of the fact that this fellow 
knew his audience, he was fired. And 
now, reports Mr. Helffrich, somebody 
else is in charge of San Quentin's 
continuity-acceptance work. 
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Basic NBC Affiliate 


MINNEAPOLIS - ST. PAUL 
The Nothwests. loading Station” 











Just because the mailing address happens to be Bakersfield, don’t Jet that limit your thinking market-wise. KER 
is the only single advertising medium that reaches California’s Southern San Joaquin Valley, peopled by over a ff 
free-spenders. It’s one of the most fertile spots in all America to plant a good product and watch it grow. And, 
dollar you invest in KERO-TV time brings you a bonus of big-time facilities and an alert, professional staff to make 
cent work overtime for agency and client. Plus, a marketing and merchandising program that forms a bridge be 
TV screen and customer sales. That’s a baker’s dozen in any field! Good thing to bear in mind when the Petry man 
Better still — why not call him? : 


KERO-TV CALIFORNIA'S SUPER-ma 
BAKERSFIELD CHANNEL 10? 


REPRESENTED BY EDWARD PETRY &-CO., INC. 














